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Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


A pictorial preview of the point-of-pur- 
chase show highlights some of the more 
interesting exhibits. 


How Mobil made sure that its special 
audiences — dealers, credit customers, 
shareholders — knew all about its cur- 
rent Megatane campaign. 
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COLLINS, MILLER & HUTCHINGS, INC. 


finest photoengraving plant 
letterpress and gravure 
Vest Lake Street, Chicag 
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Emery Air Freight is used regularly to ship film, transcriptions, and scripts of Canada Dry commercials 
to stations all over the country to meet program deadlines. Emery Air Freight gives same day or over- 
night delivery anywhere in the nation. Plan now to take advantage of the speed and reliability of Emery 
by specifying “Ship Emery Air” on your shipments. Find out how much faster Emery can deliver to any 


point in the nation by calling your local Emery man, or write . . 





which is the copy? 


New PHOTOCOPIER at *99°° makes copies so 
sharp it’s hard to tell them from the original 


If you guessed the one on the left, you’re 
absolutely correct. But most people find 
it hard to tell the difference. Reason: This 
A. B. Dick 103 photocopier makes such 
perfect copies they’re often better than 
the original. 

And these copies won’t fade from heat, 
light or age. At $99.50, this is the most 
productive piece of office equipment you 
can buy. See the Yellow Pages for your 
nearby A. B. Dick Company distributor. 


fai A-B-DICK’ 
PHOTOCOPY PRODUCTS 


Price shown is manufacturer's suggested retail price subject to change without notice. 


SPECIAL FREE OFFER 
34 Ways to Cut Hidden Office Costs 


Here's a booklet that’s a must for 
every office manager. Pinpoints 34 
specific methods that reduce waste 
and improve efficiency in everyday ORGANIZATION 
office procedures. Mail coupon to- 

day for your copy. ADORESS 


NAME 
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r) Just Between Us... 


Cannibalism in the Display World? 


E. B. Weiss, merchandising director of Doyle Dane Bernbach, New York ad- 
vertising agency, is one of the most alert and knowledgeable men writing on 
trends and developments in retailing. In a recent column in Advertising Age, 
he called attention to a situation which must be regarded as a real threat to 


the successful use of store display material, especially in the supermarket 
field. 


Mr. Weiss pointed out that salesmen of manufacturers spend a good deal of 
their time these days checking retailers' stocks and putting up display mate- 
rial. But he added that these displays do not have a very good life expect- 
ancy, because the salesman for the next supplier who comes along tears them 
down and substitutes his own material. 


Of course it is true that demand for floor and shelf space in supermar- 
kets and other retail stores is far greater than the supply, and consequently 
the salesman with display material to install for his own company has few 
compunctions about what happens to the expensive advertising some other com- 
pany has gone to great pains to put up in that store. 


The retailer, receiving displays without charge and having them installed 
by salesmen of his suppliers, probably gives little attention to the situa- 
tion, although if he is a good merchandiser, he undoubtedly wants to time his 
displays to coincide with his advertising and other promotional activities. 


From where I sit it looks as if national advertisers might well agree on 
a moratorium on this subject--stipulating that in order to protect the useful 
life of their own retail displays they not destroy those of their competi- 
tors. This may sound like an impossible idealistic objective, but it repre- 
sents at least one good answer to the question, "How can we make our displays 


a more profitable investment?" 


G. D. Crain Jr. Publisher 
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yHOE— _ EMPLOYEE 
sOTIONS PARTIES 
can’t miss ... when you 
Recommend QB TOYS 


as GIFTS for CHILDREN 


DIRECT PREMIUMS 
or SELF-LIQUIDATORS 


23 No. 95-824 


Retail 95-838 No.95-8 
sae sst. (All 3) 


Valve 
$2.00 co. No. 95-839 Gome Set A 


40” NFL TOUCH FOOTBALLS 


ith your choice 


Imprinted w Team design 


of NFL Footbal 


—_, No. 95-859 
\ $ Retail Value 
“ $1.29 each 


9%" PLASTIC 
PLAYBALLS 
Assorted Colors 

Retail 


Valve 
No. 95-842 No. 95-846 $1.08 os, 
PORKY PIG MARVEL-IZED 


MINIATURE 
BASKETBALL 
GAME SET 


No. 95-805 
Retail Value $1.00 each 


No. 91-910 

TWIN TUB TOY PACK 
2 floating bath 
toys in bright 
bubble package 


No. 91-007 
102" BOZO 
SQUEEZE 
TOY 


Retail Value 


No. 92-801 
18” PUNCH-O-BAL 


Retail 
Valve BABES IN TOYLAND 
$1.00 co. PUMP-PAK 


Balloons Inside Inflater 


see the complete line 
GH... 


Room 823, 200 5th Ave. Bidg. 
OR 5-3996 
W. R. Callaway—Rep. in charge 
THE OAK RUBBER CO. 
227 Sycamore ¢ Ravenna, Ohio 
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S|P Advertising & 
Sales Promotion 


How to Merchandise Advertising ... bee 
Here’s how Mobil got the most of its multi- 
million dollar campaign to introduce Mega- 


tane. Willard G. Oriol 


What’s New in Point-of-Purchase . .. 26 
A look at what will be shown at the 1961 
POPAI show, in McCormick Place for the 
first time. 


How to Solve a Difficult Display Problem 
Here’s an ingenious solution to the challenge 
of making something out of a nail display. 
G. C. Hinueber 


The Year’s Best Direct Mail __. val 7 
The detailed story of the top three award- 
winning campaigns selected by the Direct Mail 
Advertising Assn. 


Fluorescent Materials 
An Advertisers Buying Guide reports on 
what’s new with these glowing pigments, what 
new fields they are conquering and how de- 
signers are learning to use them. Ed Sachs 


DEPARTMENTS Graphic Arts 93 

Packaging & Labeling ...... 65 
Art & Photography 3 Premiums, Prizes & Specialties 73 
Audio & Visual Aids ....... $ Shows & Exhibits ........... 55 
Direct Advertising .......... Signs & Displays .......... 2% 


REGULAR FEATURES Film Review 
Idea Album 

Buyers Guide & Advertiseers Just Between Us 

ia! Siiaa ade d eu ge Next Month in A&SP 
Books for Admen Promotion Almanac 
Coming Conventions ....... } Readers Write 
Competitions to Enter ; A&SP Reprints 
The Editor's Notebook ..... 


Sales Promotion News 





NOVEMBER 1961 © VOLUME 9 NUMBER || 


ONTENTS 


Who Owns Your Promotion Ideas? 
A legal expert discusses the problem of ownership of the 
elusive creative and original idea. Albert Woodruff Gray 
What does Writing Cost? 
Some serious thoughts, expressed with humor, on the prob- 
lem of pricing intangibles. Frederick Borden 
What’s Doing in Point-of-Purchase Research - 
A report on what is available and what is needed for ma- 
turity of this powerful medium. Robert B. Konikow 
Using Light Effectively 
Colored lights can do wonderful things for your exhibits 
and displays. Explore their possibilities. Mildred Weiler 
How to Use In-Store Demonstrations 


It pays to show your products right where they are bought, 
claims a veteran merchandising man. Frank W. Gray 


Making Statistics Palatable 
How Nielsen makes a heavy dose of facts and figures easy 
to understand, through a-v aids. Wynn Bussmann 
Tags or Labels 


Both identify a product; both convey information. But when 
should one be used and when the other? H. C. Semple 


Packaging for Permanent Display 


How to make sure that the salesman shows the entire line, 
loses nothing, and save money as well. 


How St. Joseph’s Promotes its Calendar 
With one of the best-established consumer calendars on the 
market, Plough Inc. doesn’t sit still, but continues active 
promotion. Edith Driver Harper 
Variations on a Dime 
How to take one theme and build a whole campaign around 
its possibilities. Walter Belinky 
Is Your Layout Deceptive? 


Ten steps to make sure your ideas don’t disappear between 
the layout pad and the printed page. Harry Bauer 


How to Ride on a House Organ 
A magazine within a magazine does an effective job at low 
cost for New England Mutual. Philip Brady 
How to Meet Competition 
A Texas discount store greeted a competitor with a wel- 
come, and found it paid off. Herbert Pilelsky 
Building Extra Impact with a Cartoon Character 
How Philco builds identity and recognition for its inde- 
pendent service facilities. Marvin Spike 
Saving Time with Pre-Printed Art 


There are many applications for this short-cut developed 
by a business magazine. Alaric Mausser 


INCREASE SALES 
ey 


WHERE PRESTIGE COUNTS 
SELECT THE FINEST 
PRODUCT THAT MONEY 
CAN BUY 


2Jne 


ECE La 8 
INDEXES + TRANSPARENT 
eam ohio) ts) 


Full line of Binders for: Cata- 
logs, Easel Display, Memo, Rate 
Manuals, Presentations, Port- 
folios, Audit Reports, Proposals. 
ALL LOOSE LEAF DEVICES 


IMPRINTING 


For Maximum Sales Impact! 
ALL PROCESSES: HOT 
STAMPED COLOR SCREENED 


AND COLOR EMBOSSED 
Pressure Sensitive 


EMBLEMS and 
TRADE MARKS 


Consider These Important 
Facts and Place Your Con- 
fidence in Dilley Mfg. Co. 


Only finest materials used. 
Superior engineering and 
product variety. 
Complete art, design and 
die service. 

Embossing is pressed two 
times. 

Lettering is coated two 
times. 

All products are fully guar- 
anteed. 

Fastest service in America. 


for your ready 
reference file 


WRITE TODAY FOR FREE 
FULL COLOR CATALOG 


DILLEY MFG. CO. 


2703-09 EAST GRAND AVENUE 
DES MOINES 17, IOWA, U.S.A. 
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YOU NOW 


— 
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BUY BINDERS 


TD TE oe 
REFERENCE BOOK 


ready-made” 
VPD BINDERS 


HELPS YOU TO... 


CUT BINDER COSTS DRASTICALLY — ready-made 
VPD BINDERS are far less expensive than custom- 
made jobs. 


DEVELOP PRESENTATIONS FASTER, MORE EASILY 
— you can select a style and size (7 x 5 up to 
24 x 18) from over 400 different “in stock” VPD 
binders immediately and tailor presentations ma- 
terial to it. 


ELIMINATE WORK, HEADACHES — no nuisance 
of “working out” a binder, no time wasted ex- 
plaining specifications, approving samples. Just 
look thru VPD REFERENCE BOOK and select. 


MEET DEADLINES EASILY — all VPD BINDERS are 
ready for immediate delivery from your stationer. 


Write now for your free 
copy of the AR-20 
VPD Binder Reference Book 


Ta Le 


TEL Laz! 


eS ea ee 
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Hard to be Funny .. . 


Picking Cartoons 
Not a Humorous Job 


The other day, I sat down and 
went through a pile of 227 cartoons, 
trying to select some for future use. 
This pile was somewhat forbidding, 
but it is the common accumulation 
of a month of contributions. 

We like cartoons, and I think our 
readers do, too. At least, we keep 
getting requests to reprint them in 
other magazines, in promotion lit- 
erature, in internal and external 
company publications. They have 
even been used to enliven a Boy 
Scout executives meeting. 

Going through that many cartoons 
is somewhat overwhelming. A read- 
er may chuckle, or even chortle, as 
he runs across one that we publish, 
but an editor sitting at his desk in 
solemn judgment can hardly be so 
frivolous. Besides, cartoons in the 
mass are not really very funny. 

But if they are not funny, how do 
you pick one and reject another? 
Part of it, I guess, is almost routine. 
We try to use only cartoons that are 
relevant to the fields we cover, that 
relate to the things our readers do. 
We would like to think that our 
readers can identify with the car- 
toons, can find in them, if not them- 
selves, their bosses or their custom- 
ers or their clients. There are things 
that can be said in a cartoon, com- 
ments that can be made, that are 
just not possible to put in words. 

So our cartoons, like our features 
and shorter items, fall in depart- 
ments. To make production easier, 
we like to have on hand half a dozen 
cartoons in each of these depart- 
ments, and they should be varied in 
size, in style, in approach. 

The first step on Cartoon Day is 
to see how many cartoons are on 
hand in each department, after the 
supply has been dipped into for the 
issue which has just gone to press. 


Sosa 
Ea 


'3 Notebook 
A Kouhour 


Sere Se Loe ee i gee 4 


This gives the number which can be 
purchased in each department. Last 
month, this added up to 20. Of 
course, since we don’t want to get 
too many cartoons from one artist, 
we have established a rule that if an 
artist has two cartoons in a depart- 
ment, we will not buy another from 
him in that category. 

Having got our records straight, 
we can now start through the pile 
of submissions. We pick up the first 
batch of cartoons (last time, there 
were about 25 batches) and look at 
the first in the pile. Does it drop 
into a department in which there is 
a vacancy? If not, it must be re- 
jected, unless it is so very good that 
I can’t pass it by, even if it forces 
me over my quota. Unfortunately, 
very few times does this dilemma 
come up. 

But if there is room within its 
category, and if the cartoonist does- 
n't already have his share, I am 
ready to analyze that cartoon. Is it 
funny? Is it different? There are so 
many variations on themes that are 
old and tired. It seems that every 
cartoonist has done the one about 
the boss throwing somebody out the 
door while his secretary says some- 
thing like “J.B.’s in a bad mood.” 

If it seems reasonably funny, if it 
pokes fun with our readers, not at 
them, if it makes some kind of in- 
telligent commentary on the people 
and practices of our industry, if it 
can be considered reasonably good 
drawing, it passes on to the next 
stage. It gets placed in one of sev- 
eral piles, one for each department 
for which buying is a possiblity. 

And so I go through all the batches 
received since the last cartoon day. 
Some batches have none that are 
held for further consideration, and 
they get put into return envelopes 
and dropped in the outgoing mail 
box. But about half of the batches 
have some that are possibilities. 

The next step is to look at all the 
cartoons waiting for a specific de- 
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partment. There may be five in the 
pile, two of which I can buy. So I 
spread them all out and make a 
choice. Department by department 
I do this, and I end up with the car- 
toons that I intend to purchase. 

Sometimes I fill my quota; most 
often I do not. Last time, for ex- 
ample, I had openings for 20 car- 
toons, but I bought only 13. There 
just didn’t happen to be any sub- 
mitted in a couple of the depart- 
ments. I won’t say which ones, be- 
cause if I do, I will get a batch from 
cartoonists, and by the time this ap- 
pears in type, and is read by artists, 
the holes will have been filled, and 
will have popped up somewhere else. 

Having been bought, they go into 
our inventory, and are used in the 
magazine as we need them. And we 
have a special definition for the 
word ‘need.’ It may merely mean 
that a cartoon is the right size to 
make it easy to put together a page. 
Whether it is the funniest cartoon on 
hand, or the most pertinent, is not 
necessarily the crucial factor. It fits; 
put it in! 

This system has its faults. Occa- 
sionally we must pass up a cartoon 
that is better than anything we al- 
ready have on hand, either because 
we have too many by that cartoon- 
ist, or too many in that department. 
Every once in a while we have a 
cartoon that never seems to make an 
issue. It is there in the folder, it is 
looked at every month, it has been 
paid fer, the engraving made, but it 
doesn’t get used. There’s no ex- 
plaining why it gets passed over. 

But on the whole, we're pretty 
proud of our cartoons and our car- 
toonists. Most of them, we believe, 
are active in advertising and sales 
promotion, draw cartoons as an avo- 
cation, to make a little money, to do 
something for themselves. Most of 
them seem to know what they are 
drawing about. They add a bright 
touch, we think, to our pages. a4 


A&SP Sales Promotion Almanac 


SPECIAL EVENTS 


FEBRUARY 
1-28 . 


Assn., 


Cheesemates; American Dairy 
20 N. Wacker Dr., Chicago 
1-28 Natl. Sickroom Needs Month; 
Natl. Assn. of Retail Druggists, 342 
Madison Av., N. Y. 17 


1-28 Catholic Press Month; Catholic 
Press Assn., 6 E 39th St., N. Y. 16 


1-28 


Assn. Inc., 


Heart Month; American Heart 
44 E. 23rd St., N. Y. 10 


_ FRIDEN COMPOS- 


For photographic data processing 


The Friden Compos-O-Line is a revolutionary advance in the prep- 
aration of printed matter of many kinds—catalogs, price lists, director- 
ies, address labels, manuals, etc. This amazing machine, a sequential 
card camera, quickly converts original source material into finished 
composition, ready for the production of plates for offset printing, or 
other reproduction. As a result, you can store, recover, edit and 
process data at great savings in time, effort and money. 


How it works: original data is entered on cards, sorted into desired 
sequence. These cards are paginated and photographed by the 
machine, which produces the information on film or paper. After 
developing, the page format is complete—right down to the required 
heads, sub-heads, rules, texts, tables and page numbers. Find out 
how the Friden Compos-O-Line can benefit your organization. Talk 
to your local Friden representative. Or write: Friden, Inc., San 
Leandro, California. 


THIS IS PRACTIMATION: automation so hand-in-hand with 
practicality there can be no other word for it. 


| | | 
Sales, Service and Instruction Throughout the U.S. and World Il el) 
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1-28 . . . American History Month; 
Natl. Soc. Daughters of The American 
Revolution, 1776 D St., NW, Washing- 
ton 


1-Mar. 31 . . . Good Breakfast Months; 
American Bakers Assn., 20 N. Wacker 
Dr., Chicago 6 


4-10 .. . Natl. Children’s Dental Health 
Week; American Dental Assn., 222 E. 
Superior St., Chicago 11 


4-18 . . . NASCAR Safety & Perform- 
ance Trials; Natl. Assn. Stock Car Auto 
Racing, P.O. Bin K, Daytona Beach, Fla. 


5... Chinese New Year 


7-13 . . . Boy Scout Week; Natl. Council 
of Boy Scouts of America, New Bruns- 
wick, N.]. 


11. . . Race Relations Sunday; Dept. 
Racial and Cultural Relations, Natl. 
Council of Churches, 475 Riverside Dr., 
wv. SF 


11-17 . . . Natl. Beauty Salon Week; 
Natl. Hairdressers & Cosmetologists 
Assn., 205 N. LaSalle Street, Chicago 1 


11-17 .. . Natl. Crime Prevention Week; 
Natl. Exchange Club, 3050 Central Av., 
Toledo 6 


11-17 . . . Natl. Electrical Week; Natl. 
Electrical Week Committee, 290 Madi- 
son Av., N. Y. 17 


11-18 . . . Negro History Week; Assn. 
for the Study of Negro Life & History 
Inc., 1538 9th St., NW, Washington 


12-22 .. . Natl. Pimiento Week; Associ- 
ated Pimiento Canners, c/o Liller, Neal, 
Battle & Lindsay Inc., 1371 Peachtree, 
NE, Atlanta 9 


14... St. Valentine’s Day 


15-28 . . . Nationally Advertised Brands 
Promotion; Chain Store Age, 2 Park Av., 
N. Y. 16 


17-April 22 . . . Bowling Congress Tour- 
nament; American Bowling Congress, 
1572 E. Capitol Dr., Milwaukee 


17-24 . . . Natl. Future Farmers of 
America Week; Office of Education, U.S. 
Dept. of Health, Education & Welfare, 
Washington 25 


18-24 .. . Natl. Engineers’ Week; Natl. 
Soc. Professional Engineers, 2029 K St., 
NW, Washington 6 


18-25 Brotherhood Week; Natl. 
Conference Christians & Jews Inc., 43 
W. 57th St., N. Y. 19 


19-25 . Sertoma’s Freedom Week; 
Sertoma Intl., 3200 Broadway, Kansas 
City ll, Mo. 
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22 . . . George Washington's Birthday 


26-March 3 . . . Pencil Week; Lead Pen- 
cil Mfrs. Assn.; c/o Banner & Greif., 369 
Lexington Av., N. Y. 17 


28 . . . Bachelor's Day; Hansell-Zook 
Inc., 925 Land Title Bldg., Philadelphia 
10 


COMPETITIONS 


“Added this month 


NOVEMBER 


Brotherhood Media Awards 
Sponsored by Natl. Conference Chris- 
tians and Jews, 43 W. 57th St., New 
York 19. Mass media advertising which 
stresses brotherhood theme. 
Closes Nov. 22 (tentative) 


DECEMBER 


Music in Advertising 
Sponsored by American Music Confer- 
ence, c/o The Philip Lesly Co., 100 W. 
Monroe St., Chicago 3. Best advertising 
of non-musical products using a musical 
theme. 
Closes Dec. 1 


Exhibit Design 
Sponsored by the Exhibit Producers & 
Designers Assn., 511 Fifth Av., N. Y. 17. 
Awards for best presentation of new 
products and standard ones both three 
dimensionally and graphically. 
Closes Dec. 1 


*intl. Broadcasting 
Sponsored by the Hollywood Advertising 
Club, 6362 Hollywood Blvd., Hollywood 
28, Calif. Selection of world’s best Radio 
and Television broadcast commercials by 
type and category. 
Cleses Dec. 1 


Editorial and Advertising Art 

Sponsored by the Art Directors Club of 
New York, 115 E. 40th St., New York 
16. Best editorial & advertising art and 
design produced in past year. Obtain 
information from Mrs. Marie Archer, 
Executive Secretary. 

Closes Dec. 15 (tentative) 


Folding Carton Designs 

Sponsored by The Folding Paper Box 
Assn. of America, 222 W. Adams St., 
Chicago 6. Awards for best paper box 
designs of year. Open only to members 
of The Folding Paper Box Assn. of 
America. 

Closes Dec. 31 


JANUARY 


Lithographic Printing . . . Lithographic 
quality, design and functional value in 
49 classifications of printed material 
(Lithographers & Printers Natl. Assn., 
597 Fifth Av., N. Y. 17) 

Closes Jan. 5 


Public Interest Awards . . . Public inter- 
est or corporate image advertising. (The 
Saturday Review, 25 W. 45th St., N. Y. 
36) 

Closes Jan. 15 
Railroad Advertising . . . For non-rail- 


road advertising of the past year that 
made the most outstanding contribution 


to a better understanding of the impor- 
tance of railroads. Also for advertising 
that promotes rail freight or passenger 
traffic (Assn. of Railroad Advertising 
Managers, Baltimore & Ohio Railroad, 
Baltimore, Md.) 

Closes Jan. 15 


16mm Films and 35mm Filmstrips .. . 
all 16mm and 35mm filmstrips released 
in the United States during 1961 are 
eligible for judging in the 1962 Ameri- 
can Film Festival (Educational Film 
Library Assn., 250 W. 57th St., N. Y. 
19) 

Closes Jan. 20 


Music in Advertising . . . Ads of non- 
musical products containing a musical 
theme (American Music Conference, c/o 
The Philip Lesly Company, 100 W. 
Monroe St., Chicago 3) 

Closes Jan. 20 


Retailer of the Year . . . Dealer activities 
in brand advertising and promotion, sales 
personnel education, use of local media, 
etc. (Brand Names Foundation Inc., Re- 
tail Relations Dept., 437 Fifth Av., N. Y. 
16) 


Closes Jan. 30 


ABP Advertising Awards . . . Advertis- 
ing campaigns that appeared in business 
papers (The Associated Business Publi- 
cations, 205 E. 42nd St., N. Y. 17) 


Closes Jan. 31 


Local Outdoor Advertising . . . Entries 
must be submitted by members of the 
Outdoor Advertising Assn. of America 
to Contest Chairman, Local Outdoor 
Advertising Contest. (Outdoor Advertis- 
ing Assn., 24 W. Erie St., Chicago 10) 

Closes Jan. 31 


Retail Sales Promotion . . . Sales promo- 
tion campaigns on retail store level. 
(Natl. Retail Merchants Assn., 100 W. 
3Ist, N. Y. 1) 

Closes Jan. 31 


CONVENTIONS 


“New since last month 


NOVEMBER 


*1 ... Gravure Technical Assn. Inc. (30 
Rockefeller Plaza, N. Y. 20), Sheraton- 
Cleveland, Cleveland. 


1-3 . . . Packaging Institute (342 Madison 
Av., N. Y. 17), New York 
4-11 . . . National Academy of Televi- 


sion Arts and Sciences, (200 Central Park 
S., N. Y. 19) N. Y. and Washington. 


7-9 . . . Point-of-Purchase Advertising 
Institute (11 W. 42nd St., N. Y. 36), Me- 


Cormick Pl., Chicago. 


7-10 . . . Packaging Machinery Mfrs. In- 
stitute Show, (Hanson & Shea Inc., I 
Gateway Center, Pittsburgh 22), Cobo 
Hall, Detroit. 


12-15 . . . Public Relations Society of 
America, (375 Park Av., N. Y.), Sham- 
rock-Hilton, Houston. 





Right now...any market... 
immediate results! 


Telephone... in-store... or door- 
to-door in 1-10-50 or 100 markets! 


Want reaction to an ad or product overnight? 
Manpower can get it for you. Want a quick “Share 
of market” study ? Manpower is the answer again. 
Through its network of offices Manpower is the 
best fact-gathering source available to business 
today! You supply the questions and the prospects 
=... Manpower does the rest. Reliable, unbiased 
facts come back to you in organized form as quick- 
ly as the phone or mail can carry them. Manpower 
will do phone surveys, depth interviews, random 
personal interviewing, dealer reactions . .. as 
many as you need and as fast as you need them. 


Please send me detailed information on the 
following Manpower and Salespower Services: 


MANPOWER ING 


820 North Plankinton, Milwaukee, Wisconsin 
Other Manpower and Salespower Selling and Marketing Services: 


C) Survey Interviewing — Other 
Name _ 
Product Demonstrating Display Set-Up 


Sample Distribution Auxiliary Sales Force through 
Mystery Shopping our Salespower, Inc. Division 


Convention Work Store Audits 
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IDEA NO. 199 


“Tilt-Tip” Tied To TV Tickler 
This bright quill by Scripto’s 
Packaging Director Ted Kings- 
ford and Art Dir. Ken Bogel 
makes a P.O.P. point that sticks 
for new “Tilt-Tip” pen introduced 
on TV. Quill was produced in 
Jr. and “large-economy” sizes (13” 
and 38”). Maurice Towery of 
Longino & Porter, Inc; lightened 
the litho load. Bill Teem, Jr. of 
American Finishing Co. did the 
two size die-cut and added the grip 
with Kleen-Stik “Dubl-Stik” 
tape. A Model 60 applicator ap- 
plied 3 separate tape strips of dif- 
ferent lengths all at the same time 
across the back of the quills. All 
firms are located in Atlanta, Ga. 


IDEA NO. 200 


Keeping Fashionable with 


Kleen-Stik . .. 
The dizzy pace of keeping the girls 
happy by adding last minute fash- 
ions to publications and catalogs 
is now a past problem for McCall 
Corporation, Dayton, O. New 
McCall fashion pages and pattern 
envelopes, now stripped with 
Kleen-Stik “D” Tape are rushed 
to dealer pattern-counter catalogs 
the country over for a quick 
Kleen-Stik “peel and press” in- 
sertion — or, even added to new 
books during the last minute rush 
right at the McCall plant. 


Pens or patterns, Kleen-Stik 
makes it easy to get where 
it belongs .. . and keep it 
there. See your printer, li- 
thographer or silk screener 
for display ideas and other 
tricks using Kleen-Stik ... 
or, drop us a line: 


ADHESIVE 


SELF-STICKING 
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7300 West Wilson Avenue - 
Chicago 31, Mineis oo 
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Top Billing Questioned 


@ I’ve just finished your interesting 
and informative article on Printing 
of Merit. (see A&SP, June, p. 78) 

I'd hope, however, that the illus- 
trations chosen for future articles, 
not have the bad reaction caused by 
seeing “United States Lines” topped 
by a picture of “The Houses of 
Parliament.” 

Surely even an over-publicized 
Statue of Liberty or Faneuil Hall 
would have been more appropriate? 

Rosert B. FREDERICK 

Sales Promotion Dept., The Ohio 

National Life Insurance Co., Cin- 

cinnati. 


(The United States Line uses six 
European scenes for Europe-bound 
travelers; six American scenes for 
those headed this way. They all are 
done by the same process, which 
was what our feature was intended 
to demonstrate . . . Ed.) 


Chess In a Window 


e I read with interest the story 
“Chess in a Window” by Allen 
Sommers. (see A&SP, Aug. p. 77). 

While this story was very in- 
terestingly written, it would be only 
fair to point out that the story that 
appeared in Look magazine was a 
story about Miss Lane. While it is 
true that this story also included 
a picture of Miss Lane playing chess 
in the window of a bank, it should 
not be labeled a “Story of the Pro- 
motion” as you have done. 

While this is certainly a minor 
point, it should be brought to your 
attention. 

WALTER RICH 

President, Miller, Bodden & Rich 

Inc., Philadelphia 


Pressure-Sensitives 


e Your article “Pressure Sensi- 
tive Materials” (see A&SP, Sept., p. 
55) was an excellent comprehensive 
presentation. 

Thank you for including the box 
“What about Decals?” on page 64. 


cadre, WhiteD 


We agree both with Webster and 
your editor’s careful wording em- 
phasizing an important difference 
inherent in a decal . . . the transfer 
element. 

Pressure-sensitive materials have 
enough colorful description and uses 
today without clinging to the early 
misnomer applied. 

Decal manufacturers who produce 
a true “dry” transfer as well as 
convert pressure-sensitive films are 
very anxious to eliminate the con- 
fusion arising from misapplying the 
word “decal” and do appreciate 
your contribution in this well-writ- 
ten article to put the record straight. 

KENNETH E. Lewis 

Sales Manager, W. N. Fraser Co., 

St. Louis. 


(So often, in the buying guide ar- 
ticles, as was the pressure-sensitive 
piece, we find we have stirred up a 
veritable hornet’s nest of strife due 
to the misnomenclature used by 
those engaged in the field. Such was 
the case with pressure-sensitives 
and we are happy to hear that our 
efforts to present the field clearly 
were appreciated in this case 


Ed.) 


Suppliers: Take Note 


e We are not renewing our sub- 
scription to this publication after our 
present one runs out, for several 
reasons which we wish to bring to 
your attention. 

Notwithstanding the fine articles 
on a variety of technical subjects in 
each isue, we feel that even of more 
value to us is your “Reader Service” 
reply card at the back. 

Through this reply card, many 
sources of supply, information and 
new idea development can be gained 

but unfortunately though we 
have used these reply cards faith- 
fully for over a year — we do not 
get the information requested! 

All the paper companies do reply, 
but here it ends. Over the past year 
we have wished to contact dozens 
of other firms through this reply 
card — but for some reason no re- 
plies reach us. 

Can it be that these firms look at 
what type business requests infor- 





mation, and pre-decide whether or 
not they’re bona fide customers or 
not? As an agency, our dealings are 
varied in scope, and we must be 
kept informed of the latest develop- 
ments in many fields of technical 
and production methods and items. 
We've certainly given these read- 
er cards a fair try, but when each 
month only the paper companies & 
allied fields send us_ information, 
what are we to do? We keep a 
record for ourselves of all requests 
on these cards, and over 95% of 
them have never reached us. 
C. L. Tresus 
Charles L. Trebus, Advertising — 
Public Relations, St. Louis 


(Unfortunately, the control of this 
matter is out of our hands. We send 
three form letters to each supplier 
listed both warning him of the item 
and urging him to cooperate, and 
we never print an item without let- 
ting the company know about it. In 
general, most of our readers re- 
ported, in a survey of about a year 
ago, that they get most of the mate- 
rials they request .. . Ed.) 
Now available 
in Roman and Italic 
from 8 to 48 point. 
Humor That Sells See your nearest 
Bauer Type Dealer or write 
e We want you to know the value on your letterhead to: 
of your publication goes beyond the BAUER ALPHABETS. INc. 
informative articles and advertise- . ; 
ments we read and enjoy each 305 East 45th Street 
month. New York 17, N. Y. 
The attached cartoon from’ your 
magazine (see A&SP, June, p. 96). MU 6-1761-2-3 


was viewed at a time when we were 
considering various methods of in- 
troducing two new Caterpillar 
earthmoving machines to our con- 
struction market. 
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Gesecessssesescesgreg 


IN PLAQUES 
& TROPHIES 


@ Save valuable 
executive time 
@ Meet program 
deadlines 
@ Stay within budget 


EDWIN W. LANE CO. 
32 W. Randolph Street 
Chicago 1, Ill. 


1 
« ees | Dept. ADR. . . Send me FREE Literature. 
Need we say more? Our adver- kK | 


y @) 


Here's a novel direct mail piece! You 
take it out of a waste basket. 


tising messages were mailed to our 
prospective customers in_ waste 
baskets. A promotion package with 


covering letter was mailed to the Suasenaseeeuseaaa 
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presidents of 21 large construction 
firms. 
Before our follow-up promotion 
pieces were in the mail, three per- 
eX O Nn Nn sons made it a point to express their 
pleasure in receiving our package. 
One president mentioned that the 


majority of direct mail he receives 
is discarded after little more than 
a glance. However, he could not 
help but read our material because 
of the way it was presented. 

Our follow-up efforts prompted 
many other favorable comments. 
Keep up the good work and here’s 
to more idea-forming cartoons. 

J. A. TURNER 
Sales Promotion Manager, R. 
Angus, Caterpillar, Edmonton 
Alberta 


Typographical Drama 


@ I notice you are interested in a 
new literary form as far as type 
specimen sheets are concerned. (see 
A&SP, Sept., p. 8) 

I thought perhaps you would be 
interested in what our Division, In- 
tertype Co., has been doing with its 
new type specimen folders. I think 
they are much better than the 
Italian ones, as they complete the 
story and do not leave you out ona 
limb. 

For my money this type of sam- 
pling is much more interesting than 
the old form where there wasn’t any 
story but a bunch of gobble-gook. 

W.T. Clawson 

Director, Advertising and Pro- 

motion, Harris-Intertype Corp., 

Cleveland 


Getting Publicity for : a “Hidden Benefit 


When you have a product that embarrasses some 

people, you need a great deal of imagination to 

build a public relations program that isn’t offen- 
sive to at least part of your market. 


APPOINTMENT 
CALENDARS 


An Advertisers Buying Guide dis- 
cusses the popular calendar which 
has room for dates, notes, and 
what have you. 


HOW CARTOONS 
SELL HOUSES 


A builder reports 
that houses sell 
themselves when 
supported by 
cartoons. 


(The folder, on Fotosetter Laurel, 
deserves a laurel. For the fascinat- 
ing story of Anastasia Aspidastra, 
and others, maybe you can persuade 
Intertype, at 360 Furman St., 
Brooklyn 1, to send you a copy... 
Ed.) 


How Business Uses 
Historical Exhibits 


Many a modern company is 

gaining prestige and stand- 

ing through the sponsorship 

of traveling historical ex- 

hibits. 

Fimble, let me see that schedule 
again. 


GBOGB - November 1961 





REPRINTS / REPRINTS / REPRINTS / REPRINTS / REPRINTS / REPRINTS 
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REPRINTS to help you 


Si ; , 
REPRINTS /REPRINTS / REPRINTS/ REPRINTS/ REPRINTS/ REPRINTS 


Please order reprints by number. Unless another 
price is given, each sells for 25c. In lots of 10 of 
any one reprint, the price is 20c each; lots of 50 
or more, 15¢ each; lots of 100 or more, 121!/2¢ 
each, (Illinois residents please add 4% Sales Tax 
on orders of $1, or more) 


New This Month 


348 When You Become Responsible for Public Relations 


— By Bernard E. Ury 
The role of the advertising manager who gets new areas to cover. 


Direct Advertising 


344 Addressing Systems — by Milton Gershman 
An Advertisers Buying Guide which explains today’s high-speed systems 
Mailing Lists — by Frederick Borden 
An Advertisers Buying Guide article covers buying and using lists 
Selling Boxes by Boxes — by Allen Sommers 
An unusual direct mail campaign caught the eye with vivid demonstrations 
304 A Basic Guide to Direct Mail 
Planning, procedures and checklists for more effective mailing 
261 How to Get an Effective Christmas Card — by Bette Macon 
Some practical suggestions to improve your greeting 
248 Can You Afford to Run Your Own Lettershop? 
— by Francis S. Andrews 
True economy is not always achieved by doing your mailings yourself 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 
A provocative approach to the growing demand for professionalism in this medium 


Engraving 


112 Do's and Don'ts for Better Engraving 
Replies to an AR survey give practica 


Exhibits 


345 How to Exhibit Sound 
An exhibit whict ntangible for Hammond Organ 
325 Meet McCormick Pass — by nae B ieadnens 
Special features, facts, and figures on Chicago's new exposition hall 
315 A Low-Cost Exhibit with High Pulling-Power 
How a magazine used a bright idea to become the hit of the show 
309 105 Ulcer Reducers for Exhibitors 4 
A Best of AR feature, this is a pract hecklist for exhibit users 
250 How Traveling Exhibits Build Good wilt — by Mildred Weller 
How Southwestern Bell Telephone handles display unit 
192 Exhibit Photos — How to Put Them to Work 
yw a number of exhibitors use photos o 
191 How to Get More wan Your Trade Show Dollars 
— by William S. Orkin 
on ding traffic and planning follow-through for you 
178 The Growing Importance of Fairs as an Advertising Medium 
have become a product showcase and a se 
146 How to Get the Most ome from Trade Shows 


Excerpts fr exhit gives many practica 


f their trade shows 


Tin 


External Publications 


328 An External Is An Automatic Sclcomen — by Alfred J. O’ Grien Jr. 
How 0. S yx 
292 When an Agency Edits an External 
The story of an industrial house organ edited by a 
267 enentons Finds Solution to Tourist Promotion Problem 
An house oraan which promotes b for competitors builds Disneylar 


es its house organ as a 


Premiums 


326 Coins and Tokens — by Bette Macon 
Advertisers Buying Guide 
312 Do's and Don'ts for Premium Buyers 
A Best of AR article gives practical suggestions to improve use of premium 
295 What Lies — for Premium Buyers — by James M. Cc. Tighe 
survey of premium men foresees some changes in buying practices 
272 Overseas hommane Can Add Glamour to your Promotion 
— by William S$. Roach 
Drop-shipping premiums from abroad has some advantages, but risks as we 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have constant appea 


how to use money to make r 


Packaging 


347 How Packaging Creates a Line — by Tom Lester 
How a group of paint products was given unity with new design 
340 All About Outserts 
The basic facts about folders which go on the outside of a package 
319 What You Shovid Know About Package Design Research 
— by Edmund W. J. Faison 
A packaging expert outlines the essentials of the scientific approach to packaging 
306 A Basic Guide to Packaging 
What packages should do for sales, and what materials to use 
298 Corrugated Goes Beautiful — by Ed Sachs 
New processes are opening up new uses for the lowly carton 
294 How Design Unified a Preduct Line 
New products got stature by joining the package family 
275 A Guide to Card Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 
A designer's advice on how to get along with these specialists 
269 How Women Feel About Food Packaging — by Bette Macon 


A report of a panel discussion at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed 


A report on a carefully-controlled test which measured effects of multiple packing 


Publicity & Promotion 


346 How to Promote a New Concept — by Andrew Lorant 
How Bell opened new sales channels for high-fidelity equipment 
338 Paul Martin, Sales Promotion Executive of the Year — 
by Ted Sanchagrin 
The story of the Philadelphia newspaperman who won SPEA’s coveted award 
336 Photography that Gets Publicity — by Frank G. M. Corbin 
There is no secret to getting your pictures used by editors 
329 The Sales Promotion Man: A Self-Portrait — by Robert B. Konikow 
The SPEA survey gives an accurate profile of the sales promotion man 
327 Pinpointing Promotion to a Specialized Target — by Stan Matthew 
Promotions tailored to the Negro market 
324 How to Use Traveling Girls for Promotion — by Al Bernsohn 
Here’s how attractive young ladies can gather lots of publicity 
316 How Public Relations Can Increase Sales — by James B. Strenski 
A good p.r. program can make definite contributions to increased volume 
300 A Svecial Report on the 1960 Sales Promotion Conference (50c) 
The Sales Promotion Man — The Coming Man in Management — by Dick Brown 
How to Sell Sales Promotion to Management — by Stanley Arnold 
Sales Promotion — Part of Honeywell Management — by Robert B. Konikow 
Sales Promotion Sells More than Advertising — by Robert M. Graham 
How Sales Promotion Sells Supermarket Space — by Richard B. Dingfelder 
How Sales Promotion Selis Houses — by Walter J. Stroud 
How to Introduce a New Automobile — by Haviland F. Reves 
Oldsmobile serves as an example of one of industry’s most spectacular promotions 
How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 
How to Handle Relations with Radio, Television & Newsreels — 


by William G. Cox 
A guide to an effective publicity program for audio and visual media 
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Reprint Editor, Advertising & Sales Promotion 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 


CL) I enclose payment of 


(Illinois residents please add 4% Sales Tax on Orders of 
$1, or more) 


(] Please bill me (for orders of more than $2) 
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Books for 
Admen 


© Window Display, edited by Wal- 
ter H. Herdeg, publishers, Amstutz 
& Herdeg, Graphis Press, Zurich; 
U.S. distributor, Frederick A. 
Praeger Inc., New York; 276 pages, 
$17.50 . . . An international survey 
of the art of window display, this 
book is the first such collection since 
1951. According to the editor, Wal- 
ter Herdeg, this area of sales pro- 
motion has shown a gratifying im- 
provement in these past ten years 
even though it has not kept up, as 
a whole, with the other fields of 
graphic art. 

The displays shown are often 
beautiful, sometimes spectacular, 
and occasionally breathtaking. 
France, Germany and England’s 
window displays are almost uni- 
formly delightful, with the Italian 
examples showing a_ refreshing 
brash, almost bold touch. Swiss 
windows seem to be almost always 
enchanting while those of Japan 
probably the most interesting due 
to the unique flavor garnered by 
the meeting of an old, traditional 
culture and a burgeoning new one 
shown by an equal mixture of prod- 
ucts and backgrounds. 

The American window displays 
are disappointingly competent. Quite 
beautiful and known for their sales 
appeal to the American public, they 
still lack a quality that this re- 
viewer sensed rather than defined. 

Gene Moore, author of the fore- 
word on this section, graciously 
hints that American window dis- 
play is inhibited through the physi- 
cal limitations of the windows 
themselves. “Creative display men,” 
he says, “look urgently to architec- 
ture to solve the problems of not 
enough window depth, not enough 
space above and around for lights, 
lack of the air-conditioning and 
heating that would permit the use 
of wind, and water outlets.” 

This is quite soothing as well as 
rational until one gets past the 
window displays and into display 
units themselves — also reviewed 
in this book. Here again, the Amer- 
ican display can be censured when 
compared to those produced in other 
countries. 

W. M. de Majo, author of this 
foreword, comments on this and 
puts the responsibility squarely on 
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the shoulders of the executives in 
charge of accepting designs that are 
apparently “free” or lowcost rather 
than those of specialists in design. 
He says: “All too often those in 
charge of purchasing display units 
are either not fully conscious of 
their responsibilities or well enough 
trained to know the difference be- 
tween good and bad design.” 
Which prompts this reviewer to 
comment: This book should be given 
library space by those who buy as 
well as those who create. B.M. 


© Advertising Methods and Media, 
by Walter A. Gaw; Wadsworth 
Publishing Co. Inc., 431 Clay St., 
San Francisco, 460 pages, $10.60 
@ Advertising, (Third Edition), by 
Albert Wesley Frey; Ronald Press, 
New York, 600 pages $2.50 .. . Mr. 
Gaw has written a book for the 
newcomer to advertising. Mr. Frey’s 
work is aimed at a more sophis- 
ticated student. 

Mr. Frey can be quite pompous 
at times but it is a small factor 
when you consider the over-all ex- 
cellence of his work. Mr. Gaw is a 
much more sprightly writer and his 
work should be of great value to 
anyone hearing about advertising 
procedures for the first time. 

Two good ones. E.S. 


@ Press Photography, by Robert B. 
Rhode and Floyd H. McCall; The 
Macmillan Co., New York, 244 
pages, $6 . . . This straightforward 
book, subtitled “Reporting with a 
Camera,” is designed primarily for 
the newspaper photographer, actual 
or prospective. It covers the funda- 
mentals of taking pictures, both the 
mechanics and the thinking that 
should go on before the shutter is 
snapped. It is clearly written and 
well illustrated. 

If you buy photography, reading 
this book carefully should make you 
a better judge of what is good in a 
photograph, even if you never ex- 
pose a sheet of film yourself. 

R.B.K. 


® Motion-picture Production for 
Industry, by Jay E. Gordon; The 
Macmillan Co., New York, 352 pages, 
$8 ... This is a complete guide to 
making a film and how to operate 
a film department. Mr. Gordon, who 
lost his life in an automobile ac- 
cident shortly after the manuscript 
was completed, was supervisor of 
motion pictures and audio-visual 


aids for the Autonetics Divn. of 
North American Aviation. 

The book starts out by introduc- 
ing the reader to the kinds of skilled 
people that are needed to put a film 
together, and then takes you, step 
by step, through the production 
stages. It is not technical, but is de- 
signed especially for the man who 
must approve, and therefore under- 
stand, the needs and suggestions of 
technical people. 

It should be required reading for 
anybody who has any degree of re- 
sponsibility for the production of a 
company-sponsored motion picture, 
whether it is to be shot by an in- 
ternal staff crew or by an outside 
producer. R.B.K. 


e Visual Design in Action, by 
Ladislav Sutnar; Hastings House, 
New York 22, $17.50 ... An ex- 
citing book, both visually and men- 
tally, it is a testimony to the design 
scope of Mr. Sutnar. In it, he dis- 
plays his skill at designing almost 
anything ‘by showing posters, book 
jackets, exhibitions, displays, direct 
mail, layouts, logotypes, toys? and 
on and on. 

Throughout this display of crea- 
tive design, Mr. Sutnar gives his 
viewpoints on the role of the de- 
signer in the problem considered, 
clearly and concisely. 

Not quite as clear is the page- 
numbering system or the chapter 
indexing in this book. These too are 
quite interesting visually, but very 
difficult to understand. B.M. 


® Glossary of Packaging Terms; 
Packaging Institute Inc., 342 Madi- 
son Av., New York 17, 172 pages, 
$3.50. . . This is the third edition of 
a project of various agencies of the 
United States government in con- 
junction with a large number of 
participants from private industry. 

If your business activities bring 
you close to such groups as the 
Army, the Navy, the Air Force et 
al, it might be valuable. If not, you 
can pass this. E.S. 





MAKES COPIES OF SINGLE SHEETS, BOOKS, 
BLUEPRINTS, CHARTS, ETC., ANYWHERE 
FOR: lawyers e engineers e architects e li- 
brarians e accountants e investigators e stu- 
dents e writers e many more! Ideal for company, 
association, institution, and public libraries. 


"LUSTRATED ABOVE: TWO UNITS IN ONE: The 


Standard Attaché with its built in exposure and de 
ve,oper sections plus the removable Book Copier 


ANKEN CHEMICAL AND FILM CORP 
NEWTON. N. J. 


OPY 


on the 


ANKEN ATTACHE 
CONTOURA 


World’s most versatile photocopier designed to travel 


Why be stumped when you want to make photocopies 
of pages out of hard-bound books, any over-size ma- 
terials, as well as standard single sheets! It’s no longer 
a problem! The new Anken Attaché Contoura gives you 
all the advantages of a completely portable photocopier 
plus the extra versatility of the Contowra Book Copier. 
It copies all printed, written, typed or photographed 
materials. And there’s never any damage to originals 
or book bindings. That’s the amazing versatility that 
goes with you to meetings, on office calls, to job sites, 
into libraries, aboard trains and planes. Write for the 
full story of how to copy on the go — without exception. 
ALSO AVAILABLE: ANKEN ATTACHE STANDARD 


HANDSOME! Natural luggage finish — in brown. 
COMPACT! 1714” x 1234” x 634”. Lightweight, too. 


MAIL COUPON NOW !------ - 
Anken Chemical and Film Corporation, Newton, N. J. 


I like the idea of the Anken Attaché Contoura. 
Tell me more! 

Set up demonstration Send me literature 
Name 
Company 
Address 
City 
AP 


State. 





Your Guide 
to 1962 


Sales Promotion 
Almanac for 1962 


A&SP 
Sales Promotion 
Almanac 


ga the year's special days, weeks 
and months 


wa conventions for advertising 
and sales promotion men 


ge awards for achievement in 
editorial, advertising, sales promo- 
tion and public relations 


This convenient booklet, now in its 
third annual edition, gives dates, 
sponsors and addresses. You'll use it 
all through the coming year. 


$1 per copy 
Quantity prices on request 


: Reprint Editor 
: Advertising & Sales Promotion 

200 E. Illinois Street 
: Chicago 11, DL 


: Please send me 


: 1962. 


: I enclose $ ° 
+ (IL residents add 4% sales tax) 


November 1961 


copies of the : 
: A&SP Sales Promotion Almanac for : 


WHAT'S NEW 
IN SALES 
PROMOTION 


Volvo Marine S.P. 
Manager Honored by N.Y. 


Robert Giles, Sales Promotion 
Manager of Volvo Marine Engine, 
was given the quarterly Four Sea- 
sons award by the New York Chap- 
ter, for his work in bringing the 
Volvo Inboard-Outboard marine 
engine up to an 85% share of its 
market in less than three years from 
its introduction into the United 
States market. 

The basic sales promotion strategy 
was to join the comparatively new 
and unknown name of Volvo with 
those of nationally known famous 
American boat builders. This trans- 
ferred a favorable reputation to a 
new name. 44 


L.A. Meets Poolside; 
Studies Promotion 


In typical Southern California 
fashion, the Los Angeles chapter 
held its August meeting at the head- 
quarters of Paddock Pools, Sherman 
Oaks, Cal., and listened to C. A. 
Spaulding Jr, Paddock president, 
explain the special sales promotion 
problems of swimming pools. 


Board on Board . 


NOVEMBER SPEA 
MEETINGS 

Boston: Nov. 9, 6:15 p.m., Nick's, 100 
Warrenton 

Chicago: Nov. 30, 6:30 p.m., Chi. Fed. 
Adv. Club, 36 S. Wabash 

Dallas-Ft. Worth: Nov. 13, 5:30 p.m., 
Sammy's, 1516 Greenville, Dallas; 
Jean Short, group sales dir., MGM 
Pictures Promoting “King of 
Kings.” 

Los Angeles: Nov. 15, 11:30 a.m., Stat- 
ler-Hilton 

Milwaukee: Nov. 1, 
Knickerbocker 

Mpls-St. Paul: Nov. 7, 5:30 p.m., Nor- 
mandy 

New York: Nov. 15, noon, Sheraton- 
East; William Nye, Adv. & S.P.M., 
Renault—What's behind the ‘62 Re- 
nault 

Phila: Oct. 19, noon, Warwick 

San Francisco: Nov. 30; Bill Thomp- 
son, Union Oil Co.—Community Re- 
lations as Sales Promotion 


6 p.m.; Kaiser 


Much of the meeting activity was 
held in and around the pool, to 
include practical demonstrations of 
the sales points which served as the 
basis of the promotion. 44 


. §.F. Chapter board members held a successful planning meeting in 


the middle of San Francisco bay. Standing, |. to r., Bill Whitney, Bob Snider, Chris 
Christensen, pres. Jack Sassard. Seated, Joe Costantino, Jim Luttrell, Carroll Torn- 
roth, Bob Gaines, Hal Ford, Bill Smith, Randy Smith. 
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This is Penn/ Brite Offset - the value shee 


For this latest “torture test” of Penn/Brite Offset’s printing 
qualities, German teacher-designer Hans Hillmann was asked 
simply to “employ the combination of techniques which you 
consider to pose the ultimate in pressroom difficulties.” 

How well Hans Hillmann succeeded is evidenced by his use of solid 
blacks in close proximity to delicate vignettes ... in a range of 

line and halftone subtleties rarely encountered in a single job 

in overprinting of colors and intricate register. 

How well Penn/Brite Offset, the value sheet, came through his 
torture test” is here for your own eyes to see and judge. For 
additional convincing evidence, why not choose Penn/Brite Offset 
for your next job? Penn/Brite Offset, the white, bright, value 

sheet, comes to you moisturized and double-wrapped. Write for 
new swatch book and name of your nearest distributor. 

New York & Pennsylvania Co., 425 Park Avenue, New York 22, New York 
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New York and Penn 


Pulp and Paper Manufacturers 


enn/Brite Offset Mark IV, 100 





Who Owns Your 
Promotion Ideas? 


An idea is an elusive thing, and it 
often leads to legal squabbles to see 
who really owns an original thought. 


By Albert Woodruff Gray 


Efforts of a company engaged in 
promotion advertising to guard its 
plans from disclosure by a Texas 
grocery chain ended in defeat a few 
months ago before an appellate 
court of the United States. 

After these plans had been bought 
and paid for by the advertiser, the 
seller of the plans insisted that the 
promotion project could not be used 
by other branches of this grocery 
chain since the project had been 
adopted by another customer of this 
advertising agency in those areas. 

Adopting in its publicity cam- 
paign plans essentially the same 
that had been prepared by another 
advertising firm, the grocery chain 
was met by a lawsuit for an injunc- 
tion against the further use of this 
promotion. The’ injunction was 
granted by the trial court. The 
grocery chain appealed from that 
decision. 

In its decision reversing the lower 
court, the injunction was set aside 
with the statement by the Texas 
appellate court, “There is a long 
line of cases holding the courts will 
protect where one obtains a thing 
by violation of a trust or where one 


by some wrongful act becomes an 
involuntary trustee. 

“Here, however, as we have 
stated above, we cannot find that 
the advertiser obtained any trade 
secret from the promotors of the 
advertising by the breach of any 
fiduciary relationship. As we have 
heretofore said the advertising was 
self explanatory and had been wide- 
ly distributed to and presented to 
the public. There is no evidence 
that the advertising representative 
asked this advertiser to treat any 
of these matters confidentially.” 

In its conclusion, the court added 
of the application of the law under 
which promotional plans which 
have been disclosed to others in 
confidence, may be secured against 
further disclosure, “Therefore, be- 
cause we did not believe there is a 
trade secret here involved, and be- 
cause we do not believe that any 
information that the advertiser 
might have used was improperly 
obtained or obtained through 
breach of confidence, we must hold 
that there was not sufficient reason 
or justification to warrant the trial 
court in granting the injunction.”? 


> When this decision of that Texas 


court, together with the facts in- 
volved in the controversy, are con- 
trasted with a similar incident that 
came before a federal court in the 
District of Columbia, the methods 
by which advertising promotion 
plans may be protected against dis- 
closure and the mistakes that may 
be fatal to prevent such plans from 
escaping into the public domain and 
becoming common property avail- 
able to all, become clear. 

In that instance a radio broadcast 
program was submitted to a bank 
for its use in advertising. The 
broadcast was to include several 
features by local school glee clubs, 
school orchestras and other items 
presented by student talent. 

When this plan was submitted for 
consideration to this bank in the 
District of Columbia, it was re- 
jected after a brief trial of a couple 
of weeks. However, the plan short- 
ly before had been granted the ap- 
proval of the Board of Education of 
the District. After its contract with 
the promoter had been cancelled, 
the Board of Education advised the 
bank of its approval. Forthwith the 
bank, in disregard of any rights the 
promoter of the plan might have, 
proceeded to carry out this broad- 
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cast program for over a year. 

In its defense to the suit brought 
by the advertising promoter for the 
value of his plan, the bank argued 
that the idea was so general and 
abstract that it was void of any 
property right such as was claimed 
by its author in the absence of a 
definite contract prior to its dis- 
closure, for-compensation, and that 
to justify the legal protection 
claimed here, such a promotional 
plan must be both new and novel. 

Of the right of the owner of such 
plans to protection the court, in af- 
firming a judgment against the 
bank for the value of these plans, 
said: 

“Consideration of cases decided 
by other courts and of the prin- 
ciples involved leads us to conclude 
that a person has such a property 
right in his own idea as enables 
him to recover damages for its ap- 
propriation or use by another when 
the idea is original, concrete, use- 
ful and is disclosed in circumstances 
which reasonably construed clearly 
indicate that compensation is con- 
templated if it is accepted and 
used.” 

Then, of the characteristics of 
such ideas, plans or projects that 
will justify the courts in granting 
protection against disclosure or use 
without the consent of the owner, 
or for damages for their piracy by 
others, the court added: 

“If the idea had been merely to 
broadcast programs of selected 
student talent it would have been 
too general and abstract and per- 
haps would also have lacked new- 
ness and novelty. On the other 
hand, had the plan been accom- 
panied with a script for each broad- 
cast it would have been sufficiently 
concrete. 

“Some opinions indicate that such 
detailing is essential, that it is the 
means of expressing these ideas 
rather than the ideas themselves 
which warrant protection. Such a 
right can exist only in the arrange- 
ment and combination of the ideas, 
i.e., in the form, sequence and man- 
ner in which the composition ex- 
presses the ideas, not the ideas 
themselves. 

“We think however that in the 
field of radio broadcasting con- 
creteness may lie between the 
boundaries of mere generality on 
the one hand and, on the other, a 
full script containing the words to 
be uttered and delineating the ac- 
tion to be portrayed. 

“The plan is for a series of broad- 
casts the contents of which depend 
upon selection of talent at different 
times, and the detailed program 
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cannot be presented at the prelim- 
inary stages of negotiations. This 
would not, in and of itself, deprive 
the originator of the program of a 
property right in his plan.”* 


> A letter from a woman in Virginia 
to one of the leading soap manu- 
facturers of the country, read in 
part, “I have an idea I would like 
to sell to you about a new kind of 
laundry soap that would be a sen- 
sation and a great God-send to 
many housewives on washday. The 
soap I would call Blue. A new kind 
of soap with blue added into it. I 
have tried and tested the granulated 
soap with the addition of pulverized 
blue (bluing) into it and it works 
wonders.” 

The manufacturer replied to this 
letter a few days later, “We have 
considered such a product many 
times in the past but up to now 
have always decided against it. We 
appreciate your interest very much 
and want to thank you again for 
taking the time to write us.” 

While the offer of this promotion 
plan was rejected in the letter, 
nevertheless the manufacturer sub- 
sequently placed on the market a 
soap of this description, called 
“Blue Cheer,” and the woman who 
had suggested the blue soap feature 
sued the manufacturer for a million 
dollars in damages. 

Denial of the application of the 
manufacturer for a dismissal of the 
action on the ground that these 
circumstances did not furnish any 
legal basis for a recovery, was met 
by the United States District Court 
with this comment: 

“The idea was not protected by 
patent, copyright or contract. It was 
a marketing suggestion of putting 
two well known products together 
and selling them as one product. Is 
there a property right in such a 
suggestion? If an idea is voluntarily 
disclosed in an unsolicited com- 
munication, may the originator 
claim, as in this case, that with re- 
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spect to the use of the idea there 
has been an unlawful appropriation 
of that idea or a breach of an im- 
plied contract to pay for the idea? 

“The general rule of law is that 
a mere idea is not property and 
that any right to its exclusive use 
is lost by its voluntary disclosure. 
Like wild animals, it is said of ideas, 
upon release from confinement in 
the brain become common property. 

“However the courts have in cer- 
tain cases recognized that even if 
the originator has no property right 
in an idea and even though no con- 
tract for the sale or use of such idea 
has been established, nevertheless 
the user may be held liable for its 
value on the theory of unjust en- 
richment where it utilized a secret 
and novel idea submitted by an- 
other.” 

Then of the application of this 
rule to the features of the soap pro- 
motion plan the court added, “For 
the originator of the idea to re- 
cover it will be necessary for her to 
establish (1) that the idea was 
novel, (2) that the idea was con- 
crete and (3) that the idea was 
actually appropriated by another in 
the development of a product which 
it put out.’ 


> A very similar incident came be- 
fore the courts in Indiana several 
years ago. A letter by the author 
of the plan was submitted to a 
cigaret manufacturer, “I am _ sub- 
mitting for your approval an orig- 
inal advertising scheme to be used 
in the way of billboard advertising. 

“The idea consists of this — Two 
gentlemen, well groomed in work- 
ing clothes or in hunting togs, ap- 
parently engaged in conversation, 
one extending to the other a pack- 
age of cigarets, saying, ‘Have one 
of these;’ the other replying, ‘No 
thanks; I smoke Chesterfields.’ I 
trust this idea will be of sufficient 
value as to merit a_ reasonable 
charge therefor.” 

Two and a half years after this 
suggestion had been courteously re- 
jected, it was charged by this pro- 
moter in an action against the 
cigaret manufacturer, that every 
daily newspaper as well as maga- 
zines in this country and Canada 
carried an advertisement showing 
two men and a caddy with golf 
clubs. One with an open cigaret 
case and the other with a package 
of Chesterfields, with the slogan, 
“T’ll stick to Chesterfields.” 

These circumstances, the manu- 
facturer contended in its defense, 
did not establish any liability for 
the use of this advertising scheme. 
In its refusal to grant the applica- 





tion of the cigaret manufacturer for 
a dismissal of the action, the In- 
diana court said, “The complaint 
does not allege any express promise 
on the part of the manufacturer to 
pay the author of the idea or 
scheme. 

“Certainly the thing offered by 
the advertising promoter must be 
such that he has a property right 
therein which he can sell and cer- 
tainly there must be an offer and 
acceptance and in the absence of an 
express agreement to pay there 
must be charged such a use of the 
property right of the promoter by 
the advertiser as would raise an 
obligation to pay for the same. 

“The rules of the common law 
are continually changing and ex- 
panding with the progress of the 
society in which it prevails. It does 
not lag behind but adapts itself to 
the conditions of the present so 
that the ends of justice may be 
reached. 

“While we recognize that an ab- 
stract idea as such, may not be the 
subject of a property right, yet 
when it takes upon itself the con- 
crete form we find in the instant 
case, it is our opinion that it then 
becomes a property right subject 
to sale. Of course it must be some- 
thing novel and new; in other 
words, one cannot claim any right 
in the multiplication table.” 


> Suit was brought in the early 
years of this century by the Chi- 
cago Board of Trade for an injunc- 
tion against the disclosure of quota- 
tions of the prices in the sale of 
grain for future delivery assembled 
by the Board for the benefit of its 
members and disclosed in this in- 
stance by a breach of confidence. 
When it affirmed the granting of 
such an _ injunction the United 
States Supreme Court said of the 
law in its application to circum- 
stances of this character, “The col- 
lection of quotations is entitled to 
the protection of the law. It stands 
like a trade secret. The Board of 
Trade has a right to keep the work 
it has done, or paid for doing, to it- 
self. The fact that others might do 
similar work if they might, does 
not authorize them to appropriate 
the work of the Board of Trade. 
“The Board does not lose its right 
by communicating the result to per- 
sons, even if many, in confidential 
relations to itself under a contract 
not to make it public and strangers 
to the trust will be restrained from 
getting at the knowledge by induc- 
ing a breach of trust and using 
knowledge obts«ined by such a 
breach.”® 44 
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PUBLIC RELATIONS 


Warm Welcome 


Rather than fall back on the customary photo and data sheet, 
Souvenir Pen & Pencil Co. hit upon an unusual way to introduce 
Tom Janik, vice-president in charge of sales. There is of course, 
a picture of Mr. Janik, but it is really only a forehead view be 
cause ring-bound over the bottom half—covering his eyes, nose, 
and mouth—are five half sheets. The top half sheet reads “The 
man around the mind (which is all of him that we can see) is 
Tom Janik, and this folder tells about him.” The following half 
pages describe his experience and his plans for promoting pen- 
cils. On the last page, the full sheet, Mr. Janik is revealed full 
face, alongside a personal message from him. 


PROMOTION 
In Line of Duty 


Bourbons and blended whiskies of greater maturity were intro- 
duced at a press party by Schenley Industries in the Waldorf-As- 
toria’s Starlight Roof. The press was invited to taste four samples 
—one-day old, four years, ten years, 12 years—noting that age 
improves aroma, flavor, mellowness. The report from the A&SP 
man in New York gets incoherent at this stage. It says something 
about the wooden heads of barrels of whiskey on display were 
replaced by glass heads. The moral: Get the press to test the 
product you're introducing and promoting. 


PUBLIC RELATIONS 
Hospitality Deluxe 


To win support from buyers during the Corset & Brassiere Mar- 
ket Week, Wings Bras Co. opened its ‘Wings Flight Club” for 
tired buyers at the company’s New York headquarters, 180 
Madison Av. Open from 8:30 a.m. to 5 p.m. daily during market 
week, the club featured a “Pick-Me-Up Bar’ staffed with sympa 
thetic hostesses who dispensed everything from hangover rem- 
edies to hot coffee plus iced Metrecal and more potent potions. 
Foot vibrators, a trained beautician, free cosmetics and rocking 
chairs lent further cushioning to the lavish setup, which also fea- 
tured a parcel checking and telephone answering service, a 
reading rack and a “lending library” stocked with umbrellas. 
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ive models were available to show the new styles upon request 


SALES PROMOTION 

Moneyed Mailing Piec 
A dime in a mailer was the lure Brown Co.'s distributors used to 
jet recipients to phone for a demonstration of the Nibroc TWS 
(Timed Wet Strength) towels. Two headlines, ‘Now You See It 
. Now You Don't,” supported by concise copy, dramatize the 
special advantage of the Timed Wet Strength feature and the 
problem it solves. For instance, ‘‘TWS towels put an end to cost 
ly plumbing repairs due to accidental towel disposal .. . and 


the big difference is that these towels ‘know when to quit.” 





CATANE 


or RATING OF 


MEGATANE 


RATING SYSTEM 
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How to 


By Willard G. Oriol 
Advertising Department 
Mobil Oil Co. 

New York 


Mobil, the world’s second largest 
petroleum company, had a problem. 
A daring new advertising campaign 
was pressing forward to completion. 
It represented a major departure 
from traditional gasoline advertising 
and it coupled the work of over five 
years of product research with the 
creative efforts of our new adver- 
tising agency, Ted Bates & Co. Inc. 

The problem was to communicate, 
quickly and successfully, the scien- 
tific concept behind the unique ad- 
vertising campaign, as well as the 
advertising and media coverage it 
would be given, to all Mobil sales 
employes in advance of dealer meet- 
ings, to 30,000 dealers, to key man- 
agement personnel, to stockholders, 
to more than two million credit card 
holders and to the rest of the more 
than 60,000 employes of the com- 
pany. 

“In assembling a total merchan- 
dising package to get across our new 
advertising story, timing and all- 
inclusive coverage were of para- 
mount importance,” said J. Douglas 
Elgin, Mobil advertising and sales 
promotion manager. “Although the 
consumer campaign is told in simple, 
straightforward, believable terms, 
the development behind it repre- 
sented the more complex scientific 
aspects of the petroleum industry. 
And we felt it necessary to insure 
complete understanding on the part 
of our sales force, our dealer or- 
ganization and other key personnel. 
We further felt the importance of 
communicating this vital advertising 
story to our stockholders and credit 
card holders, and to do it in a suc- 
cinct and credible manner.” 


> The campaign was based on four 
pillars, and the merchandising pack- 
ages were developed to explain and 
support them. 


® Consumer Research . . . Consum- 
er studies have shown that motorists 
have several desires, or wants, when 
they purchase gasoline. Some want 





Advertising 


Advertising is important, but you get more from 


your investment if you have a planned program, as 


did Mobil, to merchandise it to your dealers, your 


present customers and your stockholders. 


No knocking; others Easier starting 
or More power and pick-up. Still 
others, More mileage. However, the 
motorist’s want that is far stronger, 
far more intense than these partial 
desires is the desire for Total per- 
formance. This primary consumer 
want has played an important part 
in the thinking of the company. 


e Product Research . .. After five 
years of intensive research, Mobil 
scientists and technicians added 
qualities which bring their gasoline 
closer to the ideal gasoline than any 
leading competitor. This is measured 
by the new Megatane rating system, 
which judges a gasoline’s total per- 
formance rather than just its octane 
quality. 


e Advertising Strategy . .. These 
two kinds of research have been 
blended into a creative strategy that 
presents a unique selling proposi- 
tion to the American motoring pub- 
lic. The Megatane rating system is 
the fly-wheel of the strategy, the 
basis of the campaign. 
© Communications To com- 
municate our advertising to millions, 
both newspapers and television are 
being used. On tv, one-minute com- 
mercials in prime evening time will 
appear over both CBS and ABC 
networks, seven days a week, using 
21 shows in all. Adding newspapers 
will give Mobil about one billion 
impressions before the year’s end. 


> The campaign broke the week of 
September 25. This made the timing 
of advance material to both the field 
organization and to dealers a preci- 
sion task. Information had to get out 
to the salesmen before nation-wide 
field meetings, which were held be- 


tween September 11 and 22. Dealer 
material had to get out right after 
these meetings. Getting them out 
too early would blunt the impact of 
the meetings, yet they must be dis- 
tributed before the national adver- 
tising broke. And in some parts of 
the country, this left only a week- 
end. 

On September 1, merchandising 
kits were mailed in bulk to the 56 
Mobil district offices for distribution 
to salesmen and area managers at 
intra-organization meetings held the 
week of September 5. The kits in- 
cluded a brochure with a detailed 
write-up of the formulation of the 
Megatane system and how it was 
converted into a strong sell adver- 
tising theme. In addition, the kit in- 
cluded a rating disc which showed, 
in a simple fashion, the attributes 
that went into the Megatane sys- 
tem; a Vari-Vu key chain whose 
two aspects showed an engine with 
the two check points of octane rat- 
ing and the 21 of Megatane; a map 
of tv coverage, allowing each sales- 
man to identify the coverage in his 
area; a full-color spread of the p.o.p. 
material which would be available; a 
list of newspaper insertions; and a 
22-page brochure showing network 
tv coverage. 

This last was much more impres- 
sive than one might have guessed 
if one had seen only its budget. It 
consisted of 22 pages, 842x11”, each 
after the cover devoted to one of the 
shows which would carry Megatane 
promotion. Each used a scene from 
one of the shows, obtained directly 
from ABC and CBS, the networks 
which are carrying the show. Printed 
in yellow and black duotone, with 
strong type in black and in reverse, 
the brochure added up to the de- 


sired impression of strong tv cov- 
erage. 


> On September 15, shortly after the 
dealer meetings began, special mer- 
chandising kits were mailed to the 
dealers, staggered to allow them to 
arrive on the week of the 25th, just 
as the campaign broke, but after 
dealer meetings. 

This dealer promotion package 
contained a display poster aimed at 
consumers which listed the proper- 
ties of the Megatane rating system 
and its benefits. 


> On Tuesday, September 26, a 15- 
minute color movie on the Megatane 
system, produced by Caravel Films, 
N.Y., was shown in the home office. 
The October issue of the internal, 
Mobil World, which has a circulation 
of over 65,000, was used to inform 
employes of the progress of the ad- 
vertising campaign. 


> Mobil stockholders, who number 
more than 250,000, were given an 
early report on the program through 
a 200-word story that appeared in 
the quarterly dividend statement 
which went out September 9. Mobil 
management was kept informed 
through stories placed in the August 
and September editions of the Mobil 
Management Newsletter. 


> The credit card holders were 
reached by direct mail, with a four- 
page, full-color folder. This went 
out as the campaign broke in the 
mass media, and supplemented the 
themes included therein. A sample 
of the folder was included in the 
dealer kit. 


> The measure of success of com- 
municating the Mobil Megatane 
story can best be illustrated by the 
comments of a midwestern Mobil 
merchandising man who said, “Those 
Megatane advertising packages gave 
us a real lift plus a first rate meet- 
ing tool to get across this new sell- 
ing story to our entire dealer or- 
ganization, and what’s more im- 
portant, they provide the dealer 
with selling ammunition to relay the 
Megatane story to his customers.” 

44 


November 1961 





By Frederick Borden 


If you buy free-lance services of 
any sort—copy, art, photography— 
you have probably run into the 
same kind of dilemma that a poten- 
tial client of mine has just experi- 
enced: the problem of what is a fair 
and equitable charge for the service 
you are purchasing. 

What, for example, should a sales 
letter cost? 


> A few days ago, I received a tele- 
phone call—one of those pleasant 
out-of-the-blue inquiries from 
someone to whom my services had 
been recommended. Would I be 
available to take on a project for 
him? Indeed I would. 

Of course, his office was located 
in a suburban area. I took a bus to 
the center of the town, and a taxi 
from there to his plant. I waited 
patiently in his outer chamber for 
him to be free. I spent some forty 
minutes with him discussing his 
problem and outlining to him just 
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It is difficult to price an intangible, like a sales letter, 


but client and copywriter must get together somehow. 
A free lance writer offers some thoughts. 


how I would go about solving it. 
Then I reversed the transportation 
process and beat my way back to 
my own lair. 

In addition to out-of-pocket trans- 
portation costs, the forty-minute 
interview had cost me half a day 
away from my normal workload. 

It developed that the project he 
had in mind consisted of a single 
sales letter, which was supposed to 
have been in the mails the day be- 
fore our appointment. If we worked 
out details, he made it clear, I 
would have to put everything else 
aside and rush my copy to him im- 
mediately. 

I hazarded a guess that such ar- 
rangements could be worked out to 
handle the situation. 


>» After he had agreed that the ap- 
proach I suggested might be a cor- 
rect and effective one, he asked me 
what this letter would cost him. I 
quoted what I believed to be a fair 
and equitable fee, all things con- 
sidered. 


“What?” he screamed, “How long 
does it take to write one letter?” 

Now that is an exceedingly good 
question, if you have an academic 
turn of mind. But it has nothing 
whatsoever to do with the price that 
an advertiser should be prepared to 
pay for an emergency free-lance 
service ... a service that is engaged 
to perform and produce results for 
him. 

Being a _ practical man, sensing 
that additional work might be forth- 
coming from time to time from this 
source if I could please him this 
first time, and needing the money, 
I deliberately ignored the question 
and proceeded to bargain with him. 
Ultimately we reached agreement 
and I returned to home base with 
the assignment. 

But the leisurely bus ride gave 
me ample opportunity to consider a 
number of ways in which I might 
have answered the question, “How 
long does it take to write one let- 
ter?” For example, here are some 
of the things I might have said: 





1. “About 50 years.” 


To produce the kind of copy that 
will get the results my client justifi- 
ably expects requires a_ veritable 
lifetime of training and experience. 
It is the culmination of literally 
thousands of other letters written 
over the years, a distillation of the 
best I have been able to achieve in 
the past, a sifting of the experiences 
that have resulted from other such 
projects I have turned out prior to 
this day. Such a letter can only be 
based on time invested in the use 
of the English language, in learning 
something about buying habits and 
the appeals that result in action, in 
studying over the years what not 
to say as well as what to say. 


2. “Nice suit you've got there 
... how much was it?” 


When my prospect recovered suf- 
ficiently to answer that question, I 
would then point out to him the 
factors that led him to decide to 
buy that particular garment. They 
would include how well it pleased 
him by reason of fit, color and fab- 
ric, its price relative to general 
market value of other similar gar- 
ments, his own ability to pay for 
it and what he expected it to do for 
him. 

Not for a single moment, I would 
note, had he considered asking the 
sales clerk to query the manufac- 
turer as to how long it took to make 


that suit. In all probability, I would 
further make it clear to him, this 
is a question that his wife also fails 
to raise when she evaluates the 
desirability of dropping a can of 
green peas into her cart at the 


3. “Well, now, about this special 
machine I have...” 


This would be followed by a 
lengthy, if apocryphal, description 
of a startling new super electronic 
device that I have just invented. 
There’s only one model in existence 
and it’s jealously guarded in my 
well-locked office. 

The idea is that I can dictate a 
few words into it, outlining the 
problem to be solved. Then I spin 
a couple of dials, press the proper 
button for “one-page letter,’ (or 
for a folder, tv commercial or other 


format) and out comes the copy. 
The letter produced by this ma- 
chine is guaranteed to pull at least 
18%, regardless of what mailing list 
you use, but the whole process 
takes only 67 seconds, so obviously 
the letter isn’t worth very much. 


4. "Do you regularly encourage 
and reward inefficiency on the 
part of your full-time person- 
nel?” 


I’m sure he doesn’t, but that’s 
exactly the implication of his orig- 
inal question. If I were to convince 
him that drafting, editing, polishing 
and rewriting a final version of his 
wanted letter comprised a task re- 
quiring several days’ labor on my 


part, apparently he would then 
agree that my asking price was a 
fair one. (Of course, this really 
wouldn’t suit him either, because 
he’s in a hurry for that copy, 
remember?) By questioning how 
long it will take me to earn what 
I think my services are worth, he 
is setting a premium on ineptitude, 
hesitation and a possible missed 
deadline. 

What he’s saying in effect is that 
promptness, skill, ability and, above 
all, results are not worth very much 
to him. 


5. “What you are buying from 
me is not labor time, but a prod- 
uct that will bring you the re- 
sults you seek.” 


This, of course, is the only cor- 
rect answer. If an advertiser em- 
ploys free-lance talent for any pur- 
poses whatever, he should be con- 
cerned only with the results 
achieved. If an artist produces a 
layout that will stimulate large 
numbers of prospects into reading 
the sales message, it shouldn’t mat- 
ter at all to the client under what 
conditions, when or where that lay- 
out was conceived. 

Like a free-lance copywriter I 
know, for instance. He always has 
trouble collecting adequate fees for 
his work, because he constantly 
foolishly admits that his best efforts 
are produced standing on his head 
in the men’s room of the Staten Is- 
land ferryboat. 


> Oh, yes . . . about that one sales 
letter. I worked on it and turned 
it out that same afternoon, after 
making the return journey back to 
my office. But it hasn’t gone out 
yet. The new client never thought 
about what mailing list to use or 
how to obtain it. As he said to me 
over the phone this morning, I 
wouldn’t mind doing him a favor 
and calling a few brokers to see 
what arrangements I could make 
for him, would I? 44 
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What's new in 
Point-of-Purchase 


A preview of the 1961 POPAI show 


aad 


=} Sh 


Point-of-purchase is a_ visual 
medium, a colorful medium, a bril- 
liant medium — all reasons why it is 
a powerful medium. 

These are also reasons why it is a 
medium that is difficult to capture 
in the pages of a magazine. One 
must see point-of-purchase units in 
full-size, full-color, full-dimension, 
full-motion, to get their effect. 

This is why one of the best places 
to get an idea of what is happening 
in the field is at the expositions 
sponsored by the Point of Purchase 
Advertising Institute, which usually 
alternate between New York and 
Chicago. 

The next one, November 7 to 9, 
will be in Chicago, and for the first 
time, it will be in Chicago’s magnif- 
icent McCormick Place. 


>» On this, and the following pages, 
we are presenting some of the new 


26 © Signs & Displays 


exhibit units which will be on dis- 
play at the show. This is only, of 
course, a fraction of the display 
manufacturers and designers who 
will be represented, and a fraction 
of what those who are included in 
these pages will be showing. 

We hope, nevertheless, that those 
of you who will attend the show 
will find this portfolio useful as a 
guide to what you would like to see 
for yourself, and that those who are 
unable to make the trip to Chicago 
will find here some interesting units, 
will recognize some producers whose 
ideas are worth exploring, and who, 
through these contacts, may be led 
to more effective solutions of their 
p.o.p. problems. 


1. Frank Mayer & Associates Inc., 
Milwaukee. A stacker and semi- 
permanent display featuring a simu- 
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lated water fountain. The simulated 
motion of the water is achieved by 
the use of alternate flashing blue 
and green lights. The entire unit is 
constructed of cardboard tubes, 
vacuum formed plastic, with dang- 
lers of the actual Old Milwaukee 
beer cans. Garlands of flowers and 
leaves are artificial. Booth No. 125 


2. Indiana Wire and Specialty Co. 
Inc., Indianapolis, Ind. Unit is de- 
signed for use in Libbey quality 
outlets where it must display the 
dealer’s selection from an extreme- 
ly wide assortment of glassware, in 
many different size packages. Ac- 
cessibility and visibility problems 
were solved by making the unit re- 
volve. Designer overcame frequent 
dealer objection to “knocked-down” 
units by making assembly 
Booth No. 731. 


easy. 





3. Zipprodt Inc.,Chicago. Unit fea- 
tures Kellogg’s five pre-sweetened 
cereals along with their respective 
comic personalities. Flexible enough 
to use any place in the store; has 
dual motion, activated by battery- 
operated motor, the trainload of 
merchandise moving clockwise and 
“Tony” moving counter-clockwise. 
Booth No. 601 


4. Hinde and Dauch, Sandusky, 
Ohio. This unit was timed for dis- 
play about the time of the United 
States’ man-in-space success. Three 
colors and can be seen from any 
point in store, say makers. The dis- 
play packs in a_ small shipper. 
Booths No. 307,309 and 311. 


5. Thomas A. Schutz Co. Inc., Mor- 
ton Grove, Ill. Unit is used by the 
W.A. Sheaffer Pen Co., to mer- 
chandise their top line of writing in- 
struments. The display features four 
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plastic injection molded selling trays 
and additional space for storage of 
merchandise and gift boxes. Booths 
No. 326-28-30. 


6. Tel-A-Sign Inc., Chicago. A 
modular unit which is mechanical- 
ly expandable from 48” to an over- 
all 108” helps sell Blatz. Each letter 
in the word “Blatz” is 8x10’. The 
letters can be closely locked to- 
gether or extended to created an 
eight inch space between them. The 
wiring is so designed that no change 
is required upon extending the unit 
to its ultimate width and a cover 
channel is incorporated for the wir- 
ing channel to extend with the unit. 
Booths No. 600, 602, and 604. 


7. Schmidt Lithograph Co.,Chicago. 


The large illustration shows the 
Puss ’n Boots trade character. A 


panel announces a_ contest and 
shows photographs of cats with eyes 


of large cats being treated by a 
“slittering” material 1. Booth No. 
214, 216, and 218. 


8. Simmons-Woodward  Ine., St. 
Louis. A beer display without sea- 
sonal restrictions and which can be 
used away from beer department. 
Copy ties in with national advertis- 
ing. Booth No. 115 and 117. 


9. Poster Products Inc., Chicago. A 
walnut unit designed to exhibit rep- 
licas of the world’s most famous dia- 
monds in a setting of illuminated 
black velvet. The display case is 
trimmed in_ brass-plated metal. 


Booth No. 501 


10. Ohio Thermometer Co., Spring- 
field, Ohio. A large thermometer, 
measuring 8x36’, sells for Meister 
Brau beer, a product of Peter Hand 
Brewing Co., Chicago. All copy on 
the thermometer is applied by silk- 
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TRACTOR BATTERY! 


longer-lasting “looks” 


in wire displays 


@ Wire displays by Indiana not 
only give you strength and econ- 
omy ... but all-important good 
looks as well! And when Indiana 
builds them, both the sparkling 
appearance and the display last 
longer—insuring longer work- 
ing life. 

Take this Ford Battery Display, 
for example. Our designers 
worked out a structural form that 
was pleasing to the eye as well as 
strong. (Handles up to 120 Ibs. 
per shelf without sagging, be- 
cause the shelves are reinforced 
with 3/16” x %” bar stock and 
5/16” diameter wire is used in 
the sides). Then in manufacture, 
measures were taken to preserve 
the attractive appearance and 
therefore prolong the useful life 
of the display. That is why all 
our baking enamels are specially 
formulated to our own exacting 
specifications. It is also the rea- 
son all our metal displays are 
thoroughly cleaned and phos- 
phate under-coated before baked 
enamel is applied. 

It will pay you—just as it did 
Ford—to let Indiana design and 
build longer-lasting good looks 
into your displays. Why not con- 
sult us next time you have a dis- 
play problem? 


INDIANA WIRE & SPECIALTY CO.; INC. 
DALY and SHELBY STREETS 
INDIANAPOLIS, INDIANA 
Manufacturers and Designers of Displays from 


Wire in combination with other materials 
since 1945. 
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screen and in five colors. Booth No. 
119. 


11. Kirby-Cogeshall-Steinau Co., 


Milwaukee. Six-unit display group 
is designed for a wide variety of 
decorative usage. Group features il- 
lustrations and accouterments of 
Budweiser Clydesdale 8-horse hitch. 
Booth No. 315-17. 


12. Creative Displays Inc., Chicago. 
Helene Curtis display is designed as 
shipper. Unit is shipped with 36 
packages of the product and fea- 
tures “free” offer. Boths No. 517- 
519-616-618. 


13. Interstate Boochever Corp., Fair 
Lawn, N.J. A prepacked first aid 
wicker basket and corrugated base 
display was created for Johnson & 
Johnson. The lithographic copy was 
done by Thompson Leeds. Display 
is 68x26x19”. Booths No. 709-11-13- 
15-17-19 


14. Grace Sign & Mfg. Co., St. 
Louis. Sign utilizes gold Mylar trim 
on Falstaff shield. Sign is produced 
on 24-gage, special drawing quality, 
steel and measures 6x7’. Balance of 
sign is silkscreened in Falstaff colors 
of red, yellow and black on white 
background. Booths No. 606, 608. 


15. Price Brothers Inc.,Chicago. An 
illuminated prestige sign with a 
thin gold housing contains two fluor- 
escent lamps which edgelight the 
glass panel. The “See-Thru” quality 
of the panel gives it a jewel-like 
appearance. Unit measures 21x12”. 
Booths No. 220, 224. 


16. Ohio Advertising Display Co., 
Cincinnati. While the bold identif- 
ication copy at the left remains con- 
stant on a brilliantly lighted plastic 
background, the motor-driven ani- 
mation of this unit creates the illu- 
sion of myriads of colors moving 
two directions simultaneously. This 
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a PLASTIC 
wou _, SIGNS 


“AMERICAN. ART. WORKS 


COSHOCTON, OHIO 


Div. of Rapid-American Corp., New York 


yy THE OLDEST AND MOST RENOWNED 
NAME IN METAL SIGNS 


yy NOW, BECOMES THE NEWEST 
NAME IN PLASTIC SIGNS 


yy INDOOR....OUTDOOR....ALL SIZES 


yy STANDARD SIZE LETTERS 
AND NUMERALS 


yy THE PLASTIC DIVISION IS IN 
ADDITION TO OUR METAL SIGN 
AND DISPLAY BUSINESS 


Manufacturers Representatives .. . 
A number of attractive market areas are available for representation. 
Interested reps please contact Martin P. Murphy, Vice-President - Sales, 
American Art Works, Coshocton, Ohio. 
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order your 


KLEEN-STIK PRODUCTS 


from these 


LEADING PAPER MERCHANTS 


ALABAMA 


Partin Paper Co. 
3200 Crichton St., Mobile 


ARKANSAS 


Roach Paper Co. 
310 East Third St., Little Rock 


ARIZONA 


Blake, Moffitt & Towne 
202 South 27th Street, Phoenix 


Blake, Moffitt & Towne 
610 S. Park, Tucson 


CALIFORNIA 


Blake, Moffitt & Towne 
R & Ventura Streets, Fresno 16 


Bloke, Moffitt & Towne 
903 Fairbanks Ave., Long Beach 13 


Bloke, Moffitt & Towne 
242 S. Los Angeles, Los Angeles 12 


Carpenter Paper Co. 
3100 E. 44th St., Los Angeles 58 


Blake, Moffitt & Towne 
21st & Union Streets, Oakland 23 


Bloke, Moffitt & Towne 
601 North 10th Street, Sacramento 6 


Blake, Moffitt & Towne 
787 Mill Street, San Bernardino 


Blake, Moffitt & Towne 
1929 Hancock, San Diego 12 


Carpenter Paper Co 
2188 San Diego Ave., San Diego 


Blake, Moffitt & Towne 
599 8th Street, San Francisco 19 


Carpenter Paper Co 
301 Folsom St., San Francisco 5 


Blake, Moffitt & Towne 
1090 North 7th St., San Jose 8 


Blake, Moffitt & Towne 
325 W. Webster Ave. Stockton 1 


COLORADO 


Carpenter Paper Co. 
1504 Twenty-third St., Denver 17 


CONNECTICUT 


Carter, Rice Storrs & Bement, Inc. 
179 Park Avenue, East Hartford 


Carter, Rice Storrs & Bement, Inc. 
494 Congress Ave., New Haven 11 


DISTRICT OF COLUMBIA 
R. P. Andrews Paper Co. 
First & H Streets, S.E., Washington 3 


FLORIDA 


Jacksonville Paper Co. 
808 West Bay St., Jacksonville 


Everglade Paper Co. 
7100 N.W. 36th Ave., Miami 


Central Paper Co. 
2729 Hansrob Road, Orlando 


Capital Paper Co 
730 West Gaines St., Tallahassee 


Tampa Paper Co. 
2614 East Henry Avenue, Tampa 
GEORGIA 


Whitaker Paper Co 
225 Ottley DOr., N. E., Atlanta 6 


Macon Paper Co. 
596 Broadway, Macon 


Atlantic Paper Co. 
216 Lathrop Ave., Sovannah 


HAWAII 


The Honolulu Paper Co. Ltd. 
Ala Moana at South St. Honolulu 3 


IDAHO 


Blake, Moffitt & Towne 
500 South 8th Street, Boise 


ILLINOIS 


Carpenter Paper Co. 
723 So. Wells St., Chicago 7 


Dwight Brothers Paper Co. 
626 So. Clark St., Chicago 5 


INDIANA 


The Millcraft Paper Co. 
1615 Estella Ave., Fort Wayne 


The Chatfield Paper Corp. 
22 West 24th St., Indianapolis 8 


Indiana Paper Co. 
151 S. Neal Ave., Indianapolis 


1OWA 


Carpenter Paper Co. 
106 S.W. Seventh St., Des Moines 7 


Corpenter Paper Co. 
1900 East 4th St., Sioux City 19 


KANSAS 


Corpenter Paper Co. 
223 Kansas Ave., Topeka 


Liberty Paper Co. 
414 E. 21st St., Wichita 14 


KENTUCKY 


The Rowland Paper Co. 
1400 South Ninth St., Louisville 1 


LOUISIANA 


Butler Paper Co., Inc. 
210 S. Peters St., New Orleans 5 


MARYLAND 


Baltimore Warner Paper Co. 
104 East Lombard St., Baltimore 


The Whitoker Paper Co 
210 East Saratoga St., Baltimore 2 


MASSACHUSETTS 


Carter, Rice Storrs & Bement, Inc. 
273 Summer St., Boston 1 


Corter, Rice Storrs & Bement, Inc. 
103 Nursery St., Springfield 1 


Carter, Rice Storrs & Bement, Inc. 
70 E. Worcester Street, Worcester 


MICHIGAN 


Whitaker Paper Co. 
5820 E. Nevada, Detroit 34 


Carpenter Paper Co. 
235 Market Av.,S.W., Grand Rapids 2 


MINNESOTA 


Carpenter Paper Co. 
220 W. Michigan St. 
P.O. Box 135, Duluth 


Carpenter Paper Co. 
3245 Hiawatha Ave., Minneapolis 6 


Missouri 


Carpenter Paper Co. 
318-22 W. Seventh St. Kansas City 41 


Butler Paper Co. 
3400 Market St., St. Lovis 3 


Carpenter Paper Co. 
223 E. Waters St., Springfield 


MONTANA 


Carpenter Paper Co. 
2019-2021 Montana Ave., Billings 


Carpenter Paper Co. 
219 Second Ave., So. Great Falls 


Carpenter Paper Co. 
725 Rose Avenue, Missoula 


NEBRASKA 


Carpenter Paper Co. 
736 North 9th St., Lincoln 8 


Carpenter Paper Co. 
815-823 Harney St., Omaha 2 


NEW JERSEY 


Central Paper Company 
418 Washington Street, Newark 2 


Central Paper Company 
40 Belleview Avenue, Trenton 8 


NEVADA 


Blake, Moffitt & Towne 
310 Quincy, Reno 


NEW MEXICO 


Carpenter Paper Co. 
1424 First St., N.W., Albuquerque 


NEW YORK 


W. H. Smith Paper Corp. 
46 Dongan Ave., Albany 


Hubbs & Howe 
2200 Harlem Road, Buffalo 25 


The Millcraft Paper Co. 
1005 Allen St., Jamestown 


Bulkley Dunton & Company 
295 Madison Avenue, New York 17 


Genesee Valley Paper Co., Inc. 
1175 Main St., East, Rochester 9 


NORTH CAROLINA 


Charlotte Paper Co. 
224 South Cedar St., Charlotte 1 


Raleigh Paper Co. 
616 Downtown Bivd., Raleigh 


SOUTH CAROLINA 


Epes-Fitzgerald Paper Co., Inc, 
1000 Catawba St., Columbia 


OHIO 


The Millcraft Paper Co. 
97 Lincoln, Akron 


Central Ohio Paper Co. 
705 Longworth St., Dayton 1 


The Whitcker Paper Co. 
6th and Lock Streets, Cincinnati 1 


The Union Paper & Twine Co. 
1614 E. 40th St., Cleveland 1 


The Scioto Paper Co. 
808 Rhoads Ave., Columbus 9 


The Millcraft Paper Co. 
218 Twenty-first St., Toledo 


OKLAHOMA 


Carpenter Paper Co. 
860-880 N.W. Second St, 
Oklahoma City 1 


& 


1) FILMS + TAPES 


OREGON 


Blake, Moffitt & Towne 
5536 N.E. Hassalo Street, Portland 8 


Carter, Rice & Co. of Oregon 
Div. of Carpenter Paper Co. 
935 N.W. 12th Ave., Portland 


PENNSYLVANIA 


Rhodes Paper Co. 
2400 Walnut St., Philadelphia 3 


RHODE ISLAND 


Carter, Rice Storrs & Bement, Inc. 
402 Walcott Street, Pawtucket 


Carter, Rice Storrs & Bement, Inc, 
119 Harris Avenue, Providence 


TENNESSEE 


Clements Paper Co. 
314 Hamilton Trust Building 
Chattanooga 


Tayloe Paper Co. 
420-424 South Front St., Memphis 3 


Clements Paper Co. 
South Sta., Foster Ave., Nashville 10 


TEXAS 


Carpenter Paper Co. 
711 E. Second St., Amarillo 


Carpenter Paper Co. 
2201 East 6th St., Austin 21 


Carpenter Paper Co. 
1621 Wall St., Dallas 22 


Carpenter Paper Co. 
2000 East Missouri St., El Paso 


Carpenter Paper Co. 
1901 Windsor Place, Fort Worth 1 


Carpenter Paper Co. 
303 South 66th St., Houston 11 


Carpenter Paper Co. 
2024 Avenue C, Lubbock 


Carpenter Paper Co. 
519 North Medina St., San Antonio 7 


UTAH 


Carpenter Paper Co. 
331 Rio Grande St., Salt Lake City 1 


VIRGINIA 


Epes-Fitzgerald Paper Co., Inc. 
Frank G. Ennis Division 
1445 Roberts Road, Norfolk 16 


Epes-Fitzgerald Paper Co., Inc. 
Westwood Ave. & Tomlynn St. 
Richmond 


WASHINGTON 


Blake, Moffitt & Towne 
4201 W. Marginal Way, Seattle 24 


Carpenter Paper Co 
1020 John St., Seattle 9 


Blake, Moffitt & Towne 
W. 513 Railroad Ave., Spokane 4 


Independent Paper Co. 
18 W. International Way, Spokane 1 


Blake, Moffitt & Towne 
1157 Thorne Road, Tacoma 1 


WISCONSIN 


Bover Paper Co. 
3900 N. Sherburn Pl., Milwaukee 11 


Pioneers in Pressure Sensitives for Advertising and Labeling 
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EYE-OPENING EXCITEMENT 
for P.O.P. DISPLAYS and LABELS 


kleen-stik FLUORESCENT 
Pressure-Sensitive Adhesive-Backed Printing Stocks 


The dazzling brilliance of fluorescent color... plus 
the versatile performance of Kleen-Stik adhesive — 
creates displays that actually stop traffic and com- 
mand sales action! Printing is easy by any process — 
no special inks or handling methods. And Kleen-Stik 
makes the complete, self-contained display that goes 
up easy ... sticks tight . . . stays bright! 


3 DAZZLING COLORS! 


@ Orange-Yellow 
@ Orange-Red 


@ Chartreuse 


For samples and complete information, see your 
regular printing source, or write direct to 
Kleen-Stik Products. 


TT 


FREE — idea-packed booklet, ‘101 Stik-Triks”’ 


Write for your copy today. 
7300 W. Wilson Ave. ® Chicago 31, Iil. 


Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP! 


28830 
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“Light 
your way” 
me ie 
SIGN CRAFTERS’ 
eit e) Tha 


WRITE TODAY for full information on our 
complete line of indoor and outdoor 
illuminated signs. Ask about our leasing 
program. SIGN CRAFTERS, INC., 2010 
South Kentucky Avenue, Evansville, Ind. 
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effect is achieved through a series 
of opaque and transparent plastic 
diffusing devices. Unit stands alone 
on snap-on brass plated legs or can 
be hung by chain. Booth No. 530. 


17. Johnstons & Associates, Kala- 


mazoo, Mich. This unit features 
what Johnstons & Associates call 


| their “Wonderspan all-steel arches.” 


The devices use an area high above 
shoppers’ heads and have been used 
by such companies as General Mills, 
Procter & Gamble Co., Crown-Zel- 
lerbach Corp., etc. Booths No. 526, 
928. 


18. Chicago Show Printing Ce., 
Chicago. “Self-Stand” said by the 
company to be an exclusive with it, 
a three-dimensional counter or win- 
dow display that stands by itself 
without easels. The unit ships flat. 
Booths No. 605 and 607. 
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18. Century Display Mfg. Corp., 


Chicago. A counter display in bright 
colors with dimensions of 11x17x24” 
displays varied line of tapes. Booths 
No. 516-518. 


28. Cousino Visual Education Ser\ 


ic€, Toledo, Ohio. A magnetic tape 
player combines all features needed 
for low-cost use of audio messages, 
says manufacturer. Its built-in toner 
will tone tapes and also light up dis- 
plays or shut off automatically. Unit 
requires no rewinding or other at- 
tention, once started. Booth No. 705. 


21. American Art Works, Coshoc- 


ton, Ohio. This light bulb merchan- 
diser is designed to encourage im- 
pulse sales and easy stocking 
through open-basket displays, with 
larger stocks kept on the lower 
shelves. The unit is made of ex- 
panded metal, square tubing and has 
adjustable shelves. Booths 609-11 
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reasons 
for selecting 


| < > Black Box 


Collotype 
printing... 


1 Collotype printing is direct, screenless printing... the 
only printing process which reproduces continuous tones 
in Monotone, Duotone, or Full Color, with maximum fidelity, 
without a screen dot of any description. 


2 Collotype printing is ideal for continuous-tone pictures. 
Faithfully reproduces any type of artwork, photographs, 
drawings, paintings, and type matter. 


3 Collotype will reproduce any number of colors. Even the 
most delicate pastels or wash tints are reproduced with 
accuracy and fidelity to the original tone values. 


4 Collotype is excellent for the reproduction of printing 
jobs featuring large areas of picture value. In most cases 
Collotype is the most economical of all printing processes. 


5 Only Collotype translites are printed simultaneously on 
USE BLACK BOX COLLOTYPE PRINTING FOR both sides to give richness and depth of color so necessary 
REPRODUCING... in backlighted displays. 


Facsimile Photographs e P.O.P. Displays 6 Collotype is ideal for short runs of 100 to several 
e Paintings e Catalogs e Sketches e Visual aid thousand. Perfect for large size printing jobs on sheets 
materials e Drawings e Portfolios e Etchings up to 44” x 62”. 

Ad Blow-ups e Posters e Sales Presentations ai : 
‘ Brilliant, lve high-fidelity translite 7 Collotype printing is the only alternative to actual photo- 
transparencies for backlighted displays. graphic reproductions ... actually exceeds bromide quality 


when used for photographic-type enlargements or blow-ups, 


scoer suaisGauns ses Gee BIACK BOY 
“aiken. ILLINOIS BLACK BOX 
COLLOTYPE STUDIOS, INC. 


PHOTO-GELATIN PRINTERS 


Get the facts on Black Box Collotype print- 4840 W. BELMONT AVE., CHICAGO 41, ILL. 


ing and how it can provide the quality you Telephone: AVenue 3-0262 
want within your printing budget. Write 


for descriptive literature, samples and name 


of the representative in your area, SALES REPRESEN TATIVES IN ALL MAJOR CITY AREAS 
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DESIGN+PRODUCTION 
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Products pay off-in cost, effi- 
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We now have 40,000 square feet 
of manufacturing area—space to 
provide injection molding, vac- 
uum forming, hot stamping, as- 
STU Oman em our 
ical components and adequate 
Storage for drop shipping and 
SME MEL 


Ganadian Cll 7 


“The Best In The House @ 
... In 87 Lands 


People Iry It... 
and They Like It! 
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for design PLUS production 


Dimensional Products incorporated 
2200 north 31st street, milwaukee s wisconsin 
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22. Eye-Beam Displays Inc., Mil- 
waukee. Twelve suspended green 
and silver foil ornaments revolve at 
different speeds, throwing twinkling 
lights through window and on dis- 
play. Booths No. 231, 229, 227. 


23. Goodren Products Corp., Engle- 
wood, N.J. Four-color flexographic 
process gives life-like dimension to 
the Four Roses trademark and bot- 
tle. Printing is on reverse side pro- 
tecting inks from scratching and 
scuffing. Booths No. 422, 424, 426. 


24. Kleen-Stik Products Co., Chi- 
cago. The possibilities of three-di- 
mensional effects and _ pressure 
sensitive materials are shown in this 
kit which will be offered show visi- 
tors. Booths No. 415-17. 


25. Display Corp., Milwaukee. Au- 


Another 
Stensgaard 
Display... 


Realistic food properties designed and 
produced for the Sunbeam Corp. 


that retailers 
liked and used 


* 
Specializing in 


e Woodworking 
e Mechanical action 
e Screen printing 


e Vacuum formed 
plastics 


e Metal fabrication 


All of these services 
under one roof 


Write to us today 


on your letterhead 
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w... STENSGAARD 
AND ASSOCIATES INC. 


346 N. JUSTINE ST. + CHICAGO 7, ILL. 
30 ROCKEFELLER PLAZA - NEW YORK 
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%& Contact the nearest Consolidated Paper Merchant listed here for complete information or 
free trial sheets to make your own comparison test. His service is outstanding and he carries 
a complete stock of Consolidated Enamel Printing Papers. As a paper expert, you can count on 


his sound advice to save you money and trouble on every job. 


ALABAMA 
Birmingham 
Birmingham 
Mobile 
ARIZONA 
Phoenix. . 
Phoenix... 
Phoenix. . . 
Tucson 
Tucson ah 
ARKANSAS 
Little Rock 
CALIFORNIA 
Fresno 

Long Beach 
Los Angeles 
Los Angeles 
Oakland 
Sacramento 
San Bernardino 
San Diego 
San Diego 
San Francisco 
San Francisco 
San Jose 
Stockton 
COLORADO 
Denver 
Pueblo... 


CONNECTICUT 


Bridgeport 
East Hartford 
East Hartford 
New Haven 
New Haven 
New Haven 


Graham Paper Company 
The Whitaker Paper Co. 
The Partin Paper Co. 


Blake, Moffitt & Towne 
Butler Paper Company 
...Graham Paper Company 
Blake, Moffitt & Towne 
Graham Paper Company 


Western Newspaper Union 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

.. Butler Paper Company 
Blake, Moffitt & Towne 
Pacific Coast Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


Butler Paper Company 
Butler Paper Company 


Lott-Merlin, Inc. 

. Green & Low Paper Co. 
Henry Lindenmeyr & Sons 
Green & Low Paper Co 
Henry Lindenmeyr & Sons 


Whitney-Anderson Paper Co., Inc. 


DISTRICT OF COLUMBIA 


Washington, D.C 


FLORIDA 
Jacksonville 
Miami 
Miami 
Orlando 
Tallahassee 
Tampa 
Tampa 
GEORGIA 
Atlanta 
Savannah 
IDAHO 
Boise 
Idaho Falls 
ILLINOIS 
Chicago... 
Chicago 
Chicago. 
Chicago . 
Chicago... . 
Decatur 
Moline 


R. P. Andrews Paper Co. 


Jacksonville Paper Company 
Everglade Paper Company 
E. C. Palmer & Co., Ltd. 
Central Paper Company 
Capital Paper Company 

E. C. Palmer & Co., Ltd. 
Tampa Paper Company 


The Whitaker Paper Co. 
The Atlantic Paper Company 


Blake, Moffitt & Towne 
American Paper & Supply Co. 


Bradner Smith & Co, 

J. W. Butler Paper Co. 
Marquette Paper Corp. 

Moser Paper Co. 

The Whitaker Paper Co. 

The Decatur Paper House, Inc. 
Newhouse Paper Company 

J. W. Butler Paper Co. 
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Peoria Paper House, Inc. 
Irwin Paper Co. 


Evansville 


Butler Paper Company 
Evansville. . 


.. .C. P. Lesh Paper Co. 
Butler Paper Company 
...Century Paper Company 
in C. P. Lesh Paper Co. 
Mid-States Paper Company, Inc. 


........J. W. Butler Paper Co. 

Peterson Paper Co. 
Pratt Paper Company 
Western Newspaper Union 
Western Newspaper Union 


Indianapolis......... 
Indianapolis. ... 
Terre Haute. 
1Oowa 

Cedar Rapids...... 
Davenport 

CO 
Des Moines 
Sioux City 
KANSAS 
. ee 
Wichita. . 

Wichita . 
KENTUCKY 
Louisville 

Louisville 
LOUISIANA 

New Orleans 

New Orleans 
Shreveport 

MAINE 

Augusta 

Portiand 
MARYLAND 
Baltimore 

Baltimore 
MASSACHUSETTS 


.. Midwestern Paper Co. 
Butler Paper Company 
Graham Paper Company 


Graham Paper Company 
Louisville Paper and Mfg. Co. 


Butler Paper Company 
Graham Paper Company 
Western Newspaper Union 


C. M. Rice Paper Company 
C. M. Rice Paper Company 


The Mudge Paper Company 
The Whitaker Paper Co. 


Lindenmeyr Paper Co. Inc. 
Whitney-Anderson Paper Co., Inc. 
Butler-Dearden Paper Service, Inc. 


Springfield 
Worcester 
MICHIGAN 
Detroit... 
Detroit 

Grand Rapids 
Grand Rapids 
Lansing 
MINNESOTA 
Duluth... 
Minneapolis . 
Minneapolis 
Minneapolis 
St. Paul 

St. Paul 
MISSISSIPPI 
Jackson 
mMiISsSsOuR!I 
Kansas City. . . 
Kansas City ; 
North Kansas City. . . 
St. Louis 

St. Louis 

Springfield 
MONTANA 

Billings 

Billings 

NEBRASKA 

Lincoln 

Omaha 

NEVADA 

Reno Blake, Moffitt & Towne 
NEW HAMPSHIRE 
Concord 

NEW JERSEY 

Hillside 

Newark 

Trenton 

NEW MEXICO 
Albuquerque........... 
NEW YORK 

ae ee 
Buffalo......... 
Buffalo 

New York.... 


Butler Paper Company 

The Union Paper & Twine Co. 
Central Michigan Paper Co. 
Grand Rapids Paper Company 
Weissinger Paper Co. 


Duluth Paper & Specialties Co. 
....Butler Paper Company 
Newhouse Paper Company 
The Paper Supply Co., Inc. 

Anchor Paper Company 
Newhouse Paper Company 


Graham Paper Company 


Butler Paper Company 
Midwestern Paper Co. 
Graham Paper Company 
Butler Paper Company 
Graham Paper Company 
Butler Paper Company 


Western Newspaper Union 
Yellowstone Paper Company 


Western Newspaper Union 
Western Paper Company 


C. M. Rice Paper Company 


Henry Lindenmeyr & Sons 
Central Paper Company 
Central Paper Company 


Butler Paper Company 


W. H. Smith Paper Corp. 
The Alling & Cory Company 
Franklin-Cowan Paper Company 

The Alling & Cory Company 
Miller & Wright Paper Co. 
Linde-Lathrop Paper Co., Inc. 
Henry Lindenmeyr & Sons 
Majestic Paper Corporation 
Marquardt & Company, Inc. 
The Whitaker Paper Co. 
Rochester. . . The Alling & Cory Company 
Syracuse... The Alling & Cory Company 
Utica... The Alling & Cory Company 


New York........ 
New York.... 
New York... 

New York. . 

New York 


NORTH CAROLINA 
Caskie Paper Co., Inc. 
Epes-Fitzgerald Paper Co. 


Raleigh... . The Raleigh Paper Co. 


NORTH DAKOTA ; 
Fargo.................Western Newspaper Union 


OHIO 

The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
The Diem & Wing Paper Co. 
The Whitaker Paper Co. 
The Central Ohio Paper Co. 
Cleveland..........The Union Paper & Twine Co. 
Columbus The Central Ohio Paper Co. 
The Central Ohio Paper Co. 
Toledo. ..........Paper Merchants, Incorporated 
Youngstown The Whitaker Paper Co. 

OKLAHOMA 
Oklahoma City Graham Paper Company 
Oklahoma City.........Western Newspaper Union 
Tulsa Beene Paper Company 


Portland Blake, Moffitt & Towne 


PENNSYLVANIA 
Bethlehem Wilcox-Walter-Furlong Paper Co. 
....Daka Paper Company 
The Alling & Cory Company 
' Wilcox-Walter-Furlong Paper Co. 
Philadelphia Quaker City Paper Co. 
Philadelphia....... .. J. L. N. Smythe Co. 
Philadelphia... . .Wilcox-Walter-Furlong Paper Co. 
Pittsburgh General Paper Corp. 
Pittsburgh. ............. The Whitaker Paper Co. 
Scranton Megargee Brothers, Inc. 
The Mudge Paper Company 
Quaker City Paper Co. 


Harrisburg........ 
Harrisburg 


RHODE ISLAND 
Providence 

SOUTH CAROLINA 
Columbia. . 

SOUTH DAKOTA 
Sioux Falls. 

Sioux Falls 
TENNESSEE 
Chattanooga.......... 
Knoxville 


Providence Paper Co. 
Epes-Fitzgerald Paper Co. 


Sioux Falls Paper Co. 
Western Newspaper Union 


. Graham Paper Company 
Graham Paper Company 
Graham Paper Company 

Western Newspaper Union 

Nashville. .. Graham Paper Company 

TEXAS 

Abilene.......... 

Austin... 

Dallas 

Ei oceccons 

El Paso 

Fort Worth....... 

Houston......... ; 

Houston.......... 

Houston 

Lubbock. . 

San Antonio 

UTAH 

Ogden.. 

Salt Lake City 

Salt Lake City 

VIRGINIA 

Lynchburg. . 

Norfolk 

Richmond. . 

Richmond 

WASHINGTON 

Seattle. ... 

Seattle 


.. Southwestern Paper Company 
Graham Paper Company 
Graham Paper Company 

. Southwestern Paper Company 
Graham Paper Company 

Southwestern Paper Company 
Graham Paper Company 

et: ‘ E. C. Palmer 
Southwestern Paper Company - 
Graham Paper Company 
Graham Paper Company 


American Paper & Supply Co. 
American Paper & Supply Co. 
Western Newspaper Union 


Caskie Paper Company, Inc. 
Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co. 

B. W. Wilson Paper Company, Inc. 


Blake, Moffitt & Towne 
West Coast Paper Company 
Blake, Moffitt & Towne 
Allied Paper Company 
‘ Blake, Moffitt & Towne 

WEST VIRGINIA 


So ante ath meas Copco Papers, Inc. 
WISCONSIN 
Milwaukee Oshkosh Paper Company 
Milwaukee......... Standard Paper Company 


Oshkosh .. Oshkosh Paper Company 
Export Agents - Moller & Rothe, Inc. - New York, U.S.A. 


CONSOLIDATED WATER POWER & PAPER CO. 


National Sales Offices: 
135 South La Salle Street « Chicago 3, Illinois 





. 4 2 ABS, doll 
JERRY LEWIS STARS IN HIS OWN PRODUCTIONS RELEASED BY PARAMOUNT 


Tough nut to crack? If you're trying to dent high costs, here’s something you can 
get your teeth into. By specifying Consolidated Enamel Printing Papers for sales 
folders, catalogs and other printed material, you cut costs, yet maintain finest quality. 
As the world’s largest enamel printing paper specialist Consolidated offers finest quality 
for less. Get the facts and free test sheets from your Consolidated Paper Merchant. He 


can really help you crack down on high costs. ” 
Available only through your Consolidated Paper Merchant. onesotidatece 


LARGEST ENAMEL PAPER SPECIALIST 


Consolidated Water Power & Paper Co. + Natl. Sales Offices, 135 S. La Salle St., Chicago 





ISL EL Ug 
IN ANY. QUANTITY 


Vertical 
Banners 


Give your sales message a 
new twist with outdoor ver- 
tical banners that fit any 
size pole or light standard. 
With or without re-usable 
hardware. 


Pla 
AUTO AiR CONDITIONING 


Horizontal Banners 


Help your dealers cash in on national ad- 
vertising and promotion with outdoor ban- 
ners that identify their store as the place 


Flag Pennants 


Add your emblem and message to these out- 
door display favorites. Cloth or plastic... 
in any color. Ask about the only pennants 
ever made that carry an unconditional 2 
month guarantee against weather damage. 


#MU|SiE|DMICIAIRIS 


Cioth Letter-Banners 


Display any message, for any occasion so it 
can be seen a country mile. Big 13” x 19” 
letters in brilliant fluorescent or reg- 
ular colors. One banner or 1,000 shipped 
ready to put up 


WE HAVE STOCK DISPLAYS TOO! 


Our new 20-page catalog is 
filled with stock outdoor dis 
plays that can help sell prac 
tically any product, service, 
campaign or idea. Write for 
your free copy today 


THE PRATT POSTER CO. 
Printcraft Bidg. © indianapolis 4, Ind. 


QHGR - November 1961 


thenticity is the keynote of this dis- 
play. For example, the “old West” 
six-shooter is shown with actual 
leather holster and belt and the 
same holds true for the bunkhouse 
lantern and the spurs. Booths No. 
433-34-35-36-37. 


Cincinnati. 
This background display, 8x8’, can 
be used at trade shows, sales meet- 
ings, open houses, for window dis- 
plays, and many other occasions. A 
full background folds into a carton 
38x52x4” and weighs less than 40 
lbs. It is made of rigid plastic foam, 
covered with sparkling embossed 
foil. Booth 707. 





flowering 





‘anth Legral part wih Beye 
Production mtaiiret -- b& eo 


eo coneran papar,dorite to 
‘olor COtncil, E. if. but Pont 

de Nemours. § Co: (ines, 
V-8}8E Wi Umington 98, Det. ‘ 

Du Pont supplies colats and r 
chemicals to the paper © e 
indust ry, manufac a 20, 
paper ttaels. 


DETERE THONGS FOR ETTER LIVING = THROUGH CHEUNG ERY 





\rlington Aluminum Co., De- 
troit. A literature rack which en- 
ables the Ford Tractor Div. to dis- 
play and distribute brochures on 
multiple product lines. Space for a 
continuing series of posters was re- 
served by including a changeable 
message aluminum frame above the 
rack. Booth No. 700-702. 


Stout Sign Co., $t, Louis. For a 
real man-sized portion of beer, there 
is nothing to arouse the thirst like 
this faithful product reproduction, 
in four-color process, made on 
18x72” 20-gage steel for the Hude- 
pohl Brewing Co., Cincinnati. Made 
for outdoor durability, the sign is 
cut-to-shape of baked _ enamel. 
Booths 401-403-500-502. 

3. Price Brothers Inc.., Chicago. In 
a space age tie-in, Philco’s satellite 


YOU ARE INVITED.... 
to BOOTHS 606-608 ... 
at POPAI — Nov. 7, 8, 9 


... TO SEE THE LATEST IN 


OUTDOOR POINT-OF-PURCHASE 
AND ROADSIDE METAL SIGNS 
PRODUCED THE *‘GRACE WAY’ 


*Winners of two outstanding merchandising awards in last year’s show. 


THESE MEN FROM GRACE WELCOME YOU 


Pierre Grace, Pres. T. P. Ullmann 

Edward W. Grace, Vice-Pres. J. R. Rayvid 

Ton Goebel, Sales Manager Will Polite 
Harlan Breen Jack V. Boyd Carl Rosenfeld 


SEE YOU AT McCORMICK PLACE 


GRACE SIGN 
| 


Quantity Manufacturers 
of Outdoor Metal Signs 
For A Half Century .. . 


& MANUFACTURING CO. 


3601 SOUTH SECOND STREET 
SAINT LOUIS 18, MISSOURI 


CADILLAC WIRE 
ECU LUIS 


RTT Of 


This versatile display is mounted 
on a "'slide-away" channel. It can 
be moved to the right or left to 
cover merchandise storage area. 


131 SAW MILL RIVER ROAD YONKERS, NEW YORK 


WIRE CORPORATION YOnkers 5-3213 


Write for illustrated brochure or call for sales representative. 
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DELIVERS YOUR RECORDED 
SALES MESSAGE 


POPA (for point of purchase ad- 

vertising) is the brand new, low 
cost message repeater. It delivers a 
minimum message of 7!) seconds, a 
maximum message of 60 seconds. 
POPA’s unique ‘‘on-off”’ device permits 
sequential repeating of up to eight dif- 
ferent 7!5second messages, or any com- 
bination that totals 60 seconds. Tapes 
can be cut on standard home tape re- 
corder and changed by store personnel 
in seconds. POPA can be operated by 
coin slot trigger, body proximity (pres- 
ence of a person within four feet), floor 
mat or photo electric eye. Fully transis- 
Measures 
wide x 5” high. 


torized for long, long life. 
12%" long x 3%” 


For complete details, write Dept. AP-1 


See us at the POPAI Show: Booth #404 


associates 


winston 


2 Bulkley Building © Cleveland 15, Ohio 


HIGHLIGHT SPECIAL FEATURES 


NEED DECALS IN A HURRY? 


we give 48 hour emergency service 


New Pressure Sensitive Vinyl Decals adhere 
instantly to any surface. No water or solvents 
needed. Durable. Brilliant colors that resist 
fading. Let us quote on your toughest problem. 
If it's an emergency, we'll help you solve 

it with 48 hour service. 


Prentice Products Corporation 


DEPT. SP-11, BAER FIELD @ FORT WAYNE, INDIANA 


manufacturers of Layer Built 


Tuff-Film Water Applied Decals + Pressure Sensitive Chrome Cals 
Name Plates « Mylar Embler 


+ Trade Marks and Decorative Trim + Point of Purchase Identification 
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appears on aé_ space background 
which is surrounded by shooting 
stars. The stars travel in different 
directions at different speeds and 
are in different colors. The display 
is 16x17” and illumination is by two 
fluorescent lamps. The sign has been 
on display for quite some time and 
has provoked quite a bit of comment 
in the appliance trade. Booth 220- 
224. 


30. Chicago Show Printing Co 
Chicago. The competition is such in 
the soft drink industry that most 
companies want displays with a long 
life like this one executed for Royal 
Crown Cola. The daily calendar pad 
gives this display a 12-month life 
potential. There is also featured a 
life-sized product display. It is also 
designed for display in many dif- 
ferent positions of the retail outlet, 
another trend noticed by POPAI 
observers this year. Manufacturers 
and producers are seeking wider 
exposure for their displays and as a 
result are designing them so they 
can fit into almost any good display 
space available. 


30 


en POET Mr. Tt 


ld 


Royal Crown 
Cola 


tt e fresher refresher | 





Sub-venture! 


IN THE 


ATOMIC 


31 


31. Zipprodt Inc., Chicago. Tais is 

a window display for the U. S. Navy 

Recruiting Service, featuring both 

the adventure and the vocational 

future in Navy Submarine service. q 

A light flashes behind the copy ; aN . 
“Sub-venture.” The word “Navy” effective 
and the hemisphere are in third 

dimension of formed plastic with a 

steady light behind each. The sub- 

marine and missile are attached to 

a piece of colored wire and easeled- 

out in front. Both portable and 

easily installed, the display can re- 

tain its character but change its 

message by the simple replacement 

of a few elements. Booth 601. 


32. Thomas A. Schutz Co., Morton 
Grove, Ill. An illuminated injection 
molded plastic marine-type lantern 
was designed and produced for the 
Naragansett Brewing Co. Display 
stresses “Straight from the Barrel 
Taste” theme. Booths 326-28-30. 44 


32 


STOUT SIGN CO., ST. LOUIS, MO. 





“TWIRL n’ SELL” 
DISPLAY! 


+» « an economical, smooth (isan » 


Here is another outstand- (¢ 

ing example of the use of 

versatile Triangle “Lazy 

Susan” turntable ball bear- (salt 


ings. Tens of thousands 

successfully used in revolving displays and signs to 
stimulate the “buy e-motion.’’ Turntables swivel 
easily on low cost ball —"s only *%” thick. 
Capacities to 1000 Ibs. 3”, 4”, 6”, 12” sizes avail- 
able. Write for literature, samples and prices. 


oe MANUFACTURING Co. 


710 DIVISION ST, OSHKOSH, WIS 
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What's Doing in 
Point-of-Purchase 
Research 


A look at the state of research 
in this powerful medium, and at what 
might be done and what is needed. 


By Robert B. Konikow 
A&SP Managing Editor 


Point-of-purchase is a powerful 
medium, and from all indication, it 
will become more powerful in the 
coming years. The reasons for this 
prediction are very simple. In the 
first place, more and more reliance 
will be made on the package and 
its immediate surroundings — and 
this is p.o.p. — to create the impulse 
in the buyer to pick up the product 
and make the purchase. Self-service 
is moving from the grocery field into 
more and more areas of the pur- 
chases we make. Point of purchase, 
like packaging, will have to carry an 
increasing share of this burden. 

In addition, point of purchase is 
moving into what has normally been 
considered industrial marketing, 
from its major strong points in con- 
sumer goods. 

This trend poses serious problems, 
both for users and suppliers of point 
of purchase. There will be greater 
competition for the limited space 
available in stores that are being 
asked to carry more and more dif- 
ferent items of merchandise. This, in 
turn, will lead to a heavier demand 
for more expensive units, which 
should, and probably will, lead to a 
more critical eye on the budget, and 
what this dollar’s investment is 
really returning to the advertiser. It 
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will also lead to increasing demand 


for basic principles to help guide the 


buyer towards more efficient units. 

All of this connotes research, of 
which very little has been done in 
the past. Point of purchase will have 
to justify its share of the promo- 
tion dollar, not intuitively, as has 
been done in the past, but objective- 
ly and factually. 


> This is not an easy field to re- 
search. The process required to per- 
suade any buyer to make a specific 
purchase is a long and complicated 
one, with influences of all sorts 
playing a part. The role of any 
single element in the buying deci- 
sion is not an easy one to isolate. 

Much research into the influence 
of advertising in various media 
avoids the question of actual in- 
fluence, and concentrates on num- 
bers. A magazine, for example, goes 
into the matter of how many copies 
are circulated. It frequently goes 
further than that and tries to find 
out how many readers look at each 
copy, or how many times each read- 
er picks it up to look at it. But with 
the exception of the few magazine 
ads that use coupons to obtain or- 
ders directly, there is no real meas- 
ure of the effectiveness of space ad- 
vertising. 

The same could be said about 
television, or newspapers, or radio, 


lor outdoor posters. The measure of 
advertising impact is most frequent- 
ly a measure of potential audience. 
In some directions, of course, it goes 
somewhat further than that. Many 
publications study the readership 
achieved by individual ads. 

But what about point of pur- 

‘chase? What is being done, and 
what can be done, to measure its ef- 
fectiveness? 

Research in point of purchase can 
be divided into three categories: 
that done by trade associations, in 
universities, and by individual com- 
panies. Let’s look at each of these 
in turn. 


>» Easiest, because it is available in 
one place, is that done by trade as- 
sociations, in this case the Point-of- 
Purchase Advertising Institute, bet- 
ter known as POPAI. This organiza- 
tion is, of course, a supporter of this 
medium, with its active membership 
made up, as it is, of manufacturers 
or suppliers of p.o.p. materials. 
One of its purposes is to promote 
the use of p.o.p. among national and 
regional advertisers. In this respect 
it approaches the subject from what 
might be considered a biased at- 
titude. Let us remark right now that 
this makes it no different from 
many other organizations whose 
function, or one of whose functions, 
is to promote a particular medium. 





Such, for example, is the Television 
Bureau of Advertising in _ its 
medium, and there are other special 
pleaders for other special media. 

But all of these realize that it 
takes more than persuasion and 
superficiality to convince advertisers 
to sign purchase orders; it takes 
facts and facts which can be ac- 
cepted. For this reason, the bulk of 
POPAI’s research, and its series of 
reports is almost the only material 
widely available, has been conducted 
by independent organizations. 

While POPAI did its first piece of 
research back in 1948, the results of 
which were printed, under the title 
“How Much do Window Displays 
Stimulate Sales?”, in 1950, nothing 
much happened until about two 
years ago, when the association 
began to increase the share of its 
budget devoted to research. Accord- 
ing to an association statement, “the 
primary purpose guiding the bulk of 
this research is to prove conclusive- 
ly that point-of-purchase merchan- 
dising materials do attract the con- 
sumer’s attention and register ad- 
vertising impressions, do create buy- 
ing impulses, do create plus sales 
and do increase profits.” To date, 
this program has produced five re- 
ports, which are available from the 
association at 11 W. 42nd St., N. Y. 
36. 


e Triggering Plus Sales and Profits 
with Point-of-Purchase Display 
Merchandising conducted by 
Louis Harris & Associates. This ex- 
amined the shopping habits of wo- 
men in supermarkets in an effort to 
find out to what extent her pur- 
chases were planned and unplanned, 
and to what extent these purchases 
were effected by p.o.p. materials. 


® The Combination for Display 
Utilization at the Retail Level .. . 
conducted by Louis Harris & Asso- 
ciates. This was designed to aid ad- 
vertisers to secure top utilization for 
their material, by finding out what 
executives at the chain management 
level, the division central office-buy- 
er level and the store manager level 
thought of p.o.p. materials. It 
brought to light some 18 factors that 
enter into the fundamental decision 
of whether to use a particular piece 
or not. 


e Awareness — Decision — Pur- 
chase . . . conducted by Mass Mar- 
keting Research Inc. This examined 
the shopper’s reaction to p.o.p. signs 
and displays, using six different 
types of retail outlets in three types 
of marketing areas. 


e Advertising Exposure at the 
Point-of-Purchase conducted 





FOR SALES-SUCCESSFUL P-0-P 


for trouble-free 
MOTION, 


USE HANSEN 


SY NEHNON 


DISPLAY MOTORS 


UL and CSA approvals 


MOTION is a leading choice of buyers as the factor contributing 
most to success of P-O-P! And Hansen has years of experience 


specializing in the application of MOTION . . 


. gained working 


with display manufacturers and advertisers in the development of 
ye-catching, sales-producing P-O-P materials. This specialized 
engineering and design knowledge is available for you to use! 


To be effective, point-of-purchase action displays must work effi- 
ciently for the planned life of the promotion — short- or long- 
term. Proven dependability in operation is the reason ever-greater 
numbers of top-selling displays are being powered by whisper- 


quiet SYNCHRON Motors! 


SEND TODAY for free data folder . . 


. with specifications and 


full information on the complete line of Hansen Display Motors 
with more than 200 types of output, and Clock Movements for 


use in display clocks up to 26” 


in diameter. 


HANSEN REPRESENTATIVES: 
ELECTRIC MOTOR ENGINEERING, INC. 


Los Angeles, Calif., 


Chicago, Illinois 


Oakland, Calif. 
THE FROMM COMPANY 


H. C. JOHNSON AGENCIES, INC. 


Binghamton, N.Y. 
Fayetteville, N.Y. 
Rochester, N.Y. 
Schenectady, N.Y. 
Williamsville, N.Y. 


HANSEN 


MANUFACTURING 
COMPANY, 
PRINCETON, 


Essex, Connecticut 
is . New York, N.Y. 
Philadelphia, Pa. 


EXPORT DEPARTMENT 


INDIANA 





WINSLOW ELECTRIC COMPANY 


15 Moore Street, New York, N.Y. 





NOW- 


TODAYS MOST 
Tarte she REE 
COMMUNICATIONS 


MEDIUM... 


ADD IMPACT TO YOUR ADVERTISING, EDUCATIONAL OR INFORMATIONAL MESSAGES 


Salescaster will compel people to stop, read and re-read your messages. 
The combination of light, color and continuous motion makes Salescaster 
today’s most effective visual communications medium. 


Say youl 


DISPLAYS CORPORATION 


1000 E. Elizabeth Ave., Linden, N.J. 


sie i ~® phone WAbash 5-3450 
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by Mass Marketing Research Inc. 
Based on the same group of stores 
as used in the previous study, this 
came up with cost-per-thousand fig- 
ures for point-of-purchase material 
visible to outside traffic. A side- 
product of this last study was a slide 
calculator which permits an adver- 
tiser to determine his cost-per- 
thousand exposures of any given 
p.o.p. program. 
© Department Store Attitudes to- 
wards Point-of-Purchase Material 
. conducted by Prof. William D. 
Boub, Univ. of Illinois. This study 
was conducted primarily to find out 
how the p.o.p. producer can work 
with the advertiser and the retailer 
to produce material that will be 
mutually profitable. 

Currently, there are a number of 
projects under way under POPAI 
, Sponsorship. In one of them, the 
Univ. of Indiana and the Haag Drug 
chain is conducting a complete 
study to relate the use of p.o.p. ma- 
terials to the self-service drug store. 
In another study, the dynascope, a 
photographic recording device, is 
being used to catch shoppers’ reac- 
tion to p.o.p. material. 

Now in the final planning stage, 
and about to start, is a major study 
of the liquor industry, and how it 
can best use p.o.p. materials. Not as 


far advanced is a study which will 
measure in-store count of shopper 
awareness of and reaction to p.o.p. 
material. This should result in a 
second slide calculator. Others being 
considered are a report on the pilot 
test of the dynascope in the Sipes 
Supermarket, in Oklahoma, and a 
study on the dollar value of plus 
sales to retailers. 

This is the largest single body of 
research being done in the field, and 
while the approach is from a special 
interest viewpoint, enough care is 
being taken to retain reputable re- 
search organizations to make the 
results reasonably valid. 
>» One of the major sources of in- 
dependent, available research has 
always been the universities. Since 
each candidate for a doctor’s degree 
has had to demonstrate his scholar- 
ship by undertaking a research proj- 
ect, knowledge has often been ad- 
vanced through these theses, al- 
though some seem, on the surface, 
to be very narrow. 

But point-of-purchase has 
achieved notably little coverage. Just 
this summer the Advertising Educa- 
tional Foundation (655 Madison Av., 
New York 21) released a bibliog- 
raphy of advertising and marketing 
theses completed from 1944 to 1959. 
In collecting his information, George 
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T. Clarke, associate professor of 
marketing, New York University, 
obtained responses from all 130 in- 
stitutions offering programs in com- 
merce and business administration, 
many of which, of course, do not 
offer graduate programs. All in all, 
he lists 393 doctoral theses, from 38 
educational institutions. 

Only one of this list, which Prof. 
Clarke presents in a classified sub- 
ject list, has anything to do with 
point-of-purchase, as far as one can 
tell from the title. Since it is unique, 
perhaps it should be identified here 
specifically. Written by Albert 
Howard Dunn, it bears the full title: 
“Administration of the Design and 
Distribution Phases of Manufactur- 
ers’ Point-of-Purchase Promotions, 
Campaigns and Programs.” It was 
submitted as part of the require- 
ments for a doctorate in 1954 at 
Harvard. 

The bibliography, by the way, is 
available at $2 from the Founda- 
tion, and while it has little on p.o.p., 
there are a number of theses which 
should have some interest in other 
areas of sales promotion and mar- 
keting. 

It is obvious that this source of 
research can be expanded. It is a 
little hard to explain the paucity of 
theses on p.o.p., however. More di- 
rect contact between advertisers and 
faculty members, who must approve 
and sponsor graduate projects, might 
bring faculties to an awareness of 
this area as a source for research 
subjects. 

In addition, more practical sup- 
port might be offered. This could 
take the form of cash grants for a 
specific project, or access to records 
and facilities, or cooperation in the 
field, in setting up a study. The fact 
that the results of any such study 
must be publicly released, as a con- 
tribution to scholarship, might be a 
deterrent to an individual company, 
but this would be balanced by the 
fact that the cost would be low, 
compared to getting the same study 
performed by an independent re- 
search organization, and that such a 
project could be designed to be of 
greatest and most immediate value 
to the sponsor. 

In addition to doctoral theses, uni- 
versity staffs are also available to 
perform studies under contract or 
under a grant. 


> Finally, we come to what com- 
panies are doing themselves under 
the broad heading of research. In 
1959, the Assn. of Natl. Advertisers, 
under the auspices of its Sales Pro- 
motion Committee, obtained re- 
sponses from 268 companies, and 
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WIRE DISPLAYS 


@ A variety of finishes: Baked 
Enamel in a wide choice of 
colors and Electroplating in 
brass, nickel, chrome and 
zinc. 


@ A complete selection of 
materials: wire, tubing, per- 
forated metal, expanded 
metal, sheet steel, wood, 
plastic, peg board. 


Re 


@ Modern facilities insure high 
quality standards. 
@ Dependable delivery service.. 
including warehousing 
and drop shipping. 
Over a Quarter Century of 
Reliable Service 


Write for details concerning NASHVILLE 
WIRE DISPLAYS designed to suit your needs. 


Phone: 
Alpine 5-754] 
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P.O. Box 491 
1415 Elm Hill Rood @ Nashville, Tenn. 
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published its results in a brochure 
entitled “Advertiser Practices in 
Pretesting and Evaluating Effective- 
ness of Promotional Materials.” Its 
first conclusion from this survey is 
a simple one: “There is a great need 
for more objective research in the 
pretesting and evaluation of promo- 
tional materials.” 

To this, advertisers, when queried 
by A&SP in preparation for this re- 
port, concurred. An examination of 
the returns of a questionnaire, con- 
siderably simpler than that used by 
the ANA, sent out to key people in 
the 100 largest advertiser group, in- 
dicates that about 75% of these 
companies do what they call re- 
search. 

But one indication of the quality 
of this research is the fact that 
about two-thirds of it is done by the 
company’s own staff, and is made up 
of reports from its salesmen. The re- 
sults are, of course, not published or 
made available to other advertisers, 
and perhaps one indication of the 
attitude towards such company- 
sponsored research is that the vast 
majority of companies responding, 
while willing to sign the response, 
were unwilling to permit either the 
name of the company or the name 
of the individual to be used for pub- 
lication. 

Another indication is given by the 
areas in which research was done. 
Respondents were asked to check 
off, from a list given in our ques- 
tionnaire, which points they had 
researched. The leading group, as 
might be apparent, was that of test- 
ing after distribution, which in- 
cluded dealer reaction, dealer use, 
sales effectiveness. This is the sort 
of research that can be done — al- 
though it is not necessarily implied 
that it was all done this way — by 
getting your own field staff to send 
in reports. 

The second category was pre-test- 
ing for advance prediction, under 
which testing for dealer reaction to 
specific pieces was most commonly 
done, with dealer reaction to various 
kinds of p.o.p. and sales effective- 
ness running behind. 

Least commonly carried out were 
projects that pitted one display piece 
against another, or one display situa- 
tion against another. This is under- 
standable, since carrying out such a 
piece of research is the most dif- 
ficult of all, both in setting up the 
project and in isolating the key fac- 
tors. 


> It is obvious that point-of-pur- 
chase research has a long way to go, 
and most major users are realizing 
the deficiencies that exist, are con- 
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*Visual Impact makes a sign the 


focal point of Cincinnati's skyline. 


‘Visual Impact makes a sign at 
the point of purchase sell. 


The secret of any good sign is Visual 
Impact... the intangible quality that 
is a blend of creative design, experi- 
ence and careful craftsmanship. 


Call on American to design a sign 
that is unique and dramatic for your 
dealer program. Write for a free 
brochure of sign ideas—signs which 
have *Visual Impact 


AMERICAN 


The AMERICAN Sign Company 
CINCINNATI 4, OHIO 
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Mulholland-Harper is uniquely equipped to produce both 

and metal signs—in large or small lots—your sign needs can 

net effectively and economically. If your needs are limited, you 
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certain standard models at less cost. If you require an entire sign 
n—featuring different types or custom signs—you gain the 
ciency and economy of dealing with a single supplier. Write or call 
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a visit by one of our representatives 


MULHOLLAND-HARPER 


5800 Taco St., Philadelphia 
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cerned about the task of getting 
more research done. But most of 
them, it seems, would like the other 
fellow to do the research. In general, 
respondents indicated that they felt 
that this was the task of the sup- 
plier. To be realistic about it, worth- 
while research in this field cannot 
be carried out without considerable 
cooperation and candor on the part 
of both advertisers and dealers. 

There are several approaches to a 
solution. POPAI’s efforts, largely 
supported by suppliers, constitute 
one, but POPAI, hard as it may try, 
will always be living under the 
shadow of special pleading. Perhaps 
some of the vertical trade associa- 
tions might consider sponsoring 
projects of particular concern to 
their own industries. The Associa- 
tion of National Advertisers is a 
possible sponsor, and just last year, 
a new group expressed interest in 
sponsoring research and the ex- 
change of information. This is the 
Point-of-Purchase Committee of the 
Sales Promotion Executives Assn., 
appointed at April’s Philadelphia 
Conference after a_ challenging 
luncheon speech by J. K. Duncan, 
S. C. Johnson & Son, Racine (see 
A&SP, June, page 51). Mr. Duncan 
called for more research, and es- 
pecially using this committee for ex- 
changing the results of existing re- 
search programs. 

Something along these lines must 
be done. Point-of-purchase is too 
valuable a medium, and at the same 
time, too expensive a medium, to be 
taken for granted. If it is to play its 
role in the sales promotion program, 
advertisers must have more ac- 
curate, more factual information 
about how it works, how it can be 
made to work better, how to predict 
the success of a piece or a program, 
how much can be justifiably spent 
in the medium. 44 


In-Store Decor Ideas 
Shown in File Folder 


A reference file folder of in- 
store decorating items has been re- 
leased by HR Inc., Long Island, N.Y. 

The items include: 


e Three-dimensional giant letters, 
24” high on plaques in a choice of 
colors 


e Art cutouts with hanger plates 
and hooks; dimensional of 42” wood 
thickness in a hand-crafted paint 
print process lacquered for dura- 
bility 


e Giant wood letters in 12x%” or 





18x42” size; available in modern or 
ornamental letter styles 


e Natural food replica panellettes 
for spot decor showing departments 
in supermarkets 


® Wood displays art panels in budg- 
et or deluxe styles; in 3x5’ size 


Complete specifications and prices 
for each item in the in-store decor 
folder are listed. 

. for more details circle 1110, page 129. 


Salecaster Brochure 
Describes Advantages 


A four-page brochure, showing 
the advantages of “Salescaster,” a 
unit for showing an_ illuminated 
moving message, has been released 
by Salescaster Displays Corp., Lin- 
den, N.J. 

The illustration of the unit is 
diagrammed, showing exactly how 
the unit works and specifications as 
to the various sizes of the unit cur- 
rently available. Construction fea- 
tures and additional pertinent in- 
formation are also included in the 
brochure. 

Copies are available. 

. « for more details circle 1111, page 129. 


New Waterless Decal 
Developed by Allied 


A true lacquer decal that requires 
no water or special preparation for 


Traffic Stopper . Bostitch T5 stapling 
gun tacker display stops both men and 
women who pass Fifth Avenue windows 
of Tiffany & Co., New York. Background 
shows stapled scraps; focal point is the 
stapler with $40,000 worth of Tiffany 
jewelry sharing the foreground. 


mounting has been developed by 
Allied Decals Inc. 


Marketed under the name “Dri- 


Appli,” the decal is made in a full- | 
color spectrum and in any trans- | 


parent or opaque coler combination. 
In addition, it can be made one or 
two-sided and for 


smooth, flat or curved surface. 


To apply, the user simply removes | 
the protective facing paper, presses | 
the decal onto the surface and strips 


off the backing sheet. 

Additional information is avail- 
able from Dept. 761, Allied Decals 
Inc., 20700 Miles Av., Cleveland 28. 

44 


New Brochure Boosts 
Point of Sale Displays 


A well-prepared booklet 
Chicago Show Printing Company 
gives a great deal of information 
on point-of-sale advertising and 
case-history examples that were 
effective in selling merchandise. 

Indexed with colored tabs, the 
booklet covers general facts of in- 
terest on point-of-sale advertising, 
plus specifics on permanent displays, 
in-store spectaculars, color-lights- 
motion, cardboard displays, plastic 
displays, outdoor displays and 
Mystik self-sticking units. 

The booklet is in full color and 
shows a variety of display styles 
prepared for national manufacturers. 
Facts on CPS facilities in this area 
are also included. 


- for more details circle 1112, page 129. | 


Christmas Display Catalog 
Released by Mold-Craft 


A catalog of displays for both in- 
door and outdoor Christmas promo- 
tion use has been released by Mold- 
Craft Inc. 

The full-color brochure shows a 
variety of bright, 3-D molded fig- 
ures ranging from Rudolph the 
Reindeer to jolly Santas and sleighs. 

The figures are of hard rubber or 
rigid vinyl, 
decorated with weather-resistant 
paint to insure long wear. 

Complete price information is in- 


cluded in the catalog plus full de- | 


tails on Mold-Craft’s equipment 
which adapts figures for use on the 
ground, rooftop, suspended on a 
cable or bracketed to posts. 

Copies of the brochure can be ob- 
tained from Mold-Craft Inc., 100 N. 
Lake St., Port Washington, Wis. 44 
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@ ALL STEEL 
@ ALL NEW 
@ ALL WEATHER 
@ ALL PURPOSE 


@ POLE SIGN 


Takes the wind. Re-useable hardware. 
Sign itself a new tough Plastic (or Drill 
Cloth). Low Priced. Multi-color printing. 


Any quantities. Write for details 


SALES 
PROMOTION 
PRODUCTS, INC. 


5702 DETROIT AVE. 
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Westinghouse Micarta 





day in Color 





on new Sterling 


Print-Gloss, Snowtone 


Judge for yourself the truly magnificent snow- 
white color of West Virginia’s new letterpress 
sheet. Brightness levels have been raised. Both 
visual and numerical opacity have been raised, 
too. The result: brilliant color reproduction, 
sharp detail. Note the reproduction of the black 
— just what’s needed to highlight this cover 
of a 4-page insert featuring Westinghouse 
Micarta laminates. In addition, the uniformity 
of STERLING Print-Gloss, Snowtone makes 
close register easy to maintain 
on fast press runs. Styling like 
this — the most advanced in the 
industry — is only one reason 


why you’ll do well to consider West Virginia for 
your next order of letterpress or offset paper. 
Service is another reason. It’s the big extra that 
goes with every Westvaco shipment. 
A Westvaco representative will be happy to ex- 
plain our modern, direct sales policy that’s 
unmatched in the industry. He’ll also explain 
the many advantages of our modern marketing 
program that gives you access to technical 
service and research facilities. Write: 

West Virginia Pulp and Paper 


West Virginia Company, 230 Park Ave., New 


York 17, N. Y. Or contact one 


Pulp and Paper of our sales offices listed below. 


FINE PAPERS DIVISION, COMMERCIAL PRINTING PAPER SALES 
CHICAGO FR 2-7620 © DETROIT Di 1-5522 ¢ PHILADELPHIA LO 8-3680 » NEW YORK MU 6-8400 e CINCINNATI RE 1-6350 © PITTSBURGH CO 1-6660 ¢ SAN FRANCISCO GA 1-5104 
In Baltimore, Cleveland, Los Angeles, Milwaukee, Minneapolis, St. Louis, Washington, D.C., ask operator for Enterprise Service. 


The Westinghouse Micarta insert was developed by Ketchum, MacLeod and Grove and printed by Davis, Delaney, Inc. on 807 STERLING on a Miehle 61” 5-color rotary press 


THIS INSERT PRINTED ON STERLING PRINT-GLOSS, SNOWTONE, 25 x 38—100- 
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Skin-packed Display 


This counter card, supported by an 


easel, allows the customer to see the details of each type of 


nail, to 


mation 


Here’s an ingenious solution to 
the problem of displaying an un- 
glamorous product so it is safe, 
informative and attractive. 


By G. C. Hinueber 
Advertising Manager 
Northwestern Steel & Wire Co 
Sterling, III 


We were at lunch, kicking around 
ideas on things that should be done 
in the future. Again, the familiar cry 
was sounded — “We've got to work 
up a point-of-sale display card on 
our line of threaded nails.” 

Now, how about the possibilities? 
A lithographed metal or cardboard 
display showing nails in line draw- 
ings or halftones was out. Too life- 
less. Besides we’d done it before, as 
had nearly everyone else in the 
trade. No, it’s got to be something 
new, different, and eyecatching. 

The “brainstorming” got into full 
swing. Stapling nails to a board left 
us cold. Staples have their place, but 
not in making an attractive display. 
Glue nails to a board? No good, 
either not a bit practical. “How 
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learn its uses. The back carries detailed product infor- 


about a piece of corrugated card- 
board and slip the nails in the 
holes?” someone remarked. That’s 
out! Nails would get lost, misplaced; 
there would be no positive means of 
identification after a while. 

“Well, it’s time to go back to the 
office, but in the meantime, let’s 
see if we can’t come up with some- 
thing.” And, so, one day at lunch a 
new display was launched, but “only 
the keel had been laid.” 


> Further consideration of the proj- 
ect naturally provoked us to set up 
some clear-cut objectives. The dis- 
play had to have these characteris- 
tics. 


® must be colorful and eye-catch- 
ing; 


® must be something a dealer would 
find unique enough to give it count- 
er space; 


® must be informative to both the 


consumer and the dealer’s clerks: 


® must show nails to good advant- 
age and also have suitable identifi- 
cation of each nail: 

® must not cost a bundle! 


While the idea wasn’t shelved, it 


How to Solve a 
Difficult 


Display Problem 


was given second place to more im- 
mediate things. Then about a month 
later, an account man was extract- 
ing a new, ball-point refill from a 
plastic, bubble-pack merchandising 
piece. 


> This was it! Let’s bubble-pack the 
nails in a display and we're on our 
way. But, this is easier said than 
done . .. a bubble-pack expert must 
get into the act. 

After a basic layeut was created, 
this was shown to a packaging spe- 
cialist. His reply, “Sure, this can be 
done, although it isn’t without its 
problems. Let us play around with 
it and we'll give you a price.” 


> Within a few days, the agency was 
notified that the packaging company 
could tackle the job, and at a realis- 
tic unit price. However, it was rec- 
ommended that the nails be skin- 
sealed rather than bubble or blister 
packed. This’ skin-seal method 
would keep the nails uniform within 
the display, and would tend to show 
the nails to better advantage by 
eliminating glare. 

Now that the plan could be ex- 
ecuted, the next step was to deter- 
mine which nails weuld be placed 
in the display. A check with the 
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MORE READERS 


for your highway signs 


“Codit’” Reflective Liquid gives your 
highway “‘tacker” signs the power to 
impress motorists at night—without the 
cost of lights! Signs reflect light from 
oncoming cars. You get 50°; more readers 
than with daytime-only signs, because 
1, of all traffic travels after dark. 


WRITE FOR FOLDER AND 
FREE DEMONSTRATION SAMPLE 


Copit 


BRAND 


REFLECTIVE LIQUID 


Minnesota Mining & Manufacturing Co. 3m 
Dept. RCQ, St. Paul 6, Minn F 
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RUBBERCAL® (plastic decal) is permanent, waterproof, tough 
Easiest applied — without water in any weather. Best indoor, out 
door emblems. More economical. Write for somples. Made only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


FOR QUALITY WORK ON 
® 


Whether you need waterless pressure-sensi- 

tive decals or other Kleen-Stik items. Our silk 

screening is superior. Creative and production 

facilities. Send now for free samples, estimate. 

SCREEN PROCESS PRINTING COMPANY 
P, O. BOX 948, WICHITA 1, KANSAS 


SEE KLEEN-STIK AD 
Page 10 
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A Complete Line of 
Plexiglas Signs 


That Sell! 
WRITE: 
RANDOLPH P. ADAMS INC. 


Designers & Manufacturers 
601 Del-Monte Way St. Lovis 12, Mo. 


Next Month in A&SP 
A New Display Technique 


for Ball Point Pens 


sales department showed that 13 
types of threaded nails were the 
most widely used by “do-it-your- 
selfers” and carpenters. 

In addition to showing these nails 
— each in a different penny weight 
to illustrate size variations as well 
as to keep the display from being 
static — a brief description of each 
nail and its prescribed use was 
placed adjacent to the nail. Further 
information on each nail, relative to 
the range of sizes available in each 
category was printed on the back of 
the display card. An easel was 
added to the display to permit its 
use on counters or in windows. 


> The display itself measures 9x- 
121%4” with a three-color background 
laminated on a Cal. 100 display 
board. The skin-seal is clear plastic 
and this covers the entire display. 
This factor has two additional ad- 
vantages; it permits the dealer to 
dust-off the display easily; because 
of the “tightness” of the seal, per- 
sons are discouraged from trying to 
peel off the plastic or take nails 
from the display. 

The original order for the display 
called for a run of 2,000. It was felt 
that the display — which cost 87¢ 
each — should be given to dealers 
whom the company’s jobbers and 
salesman felt would put the display 
to good use. 

After an initial broadcast distri- 
bution of displays to some 800 lead- 
ing dealers, the display was featured 
as a give-away with nail orders. The 
response to this “deal,” which was 
featured in a limited mailing, prac- 
tically exhausted the supply. 

Since the first push on the display 
— which has been enthusiastically 
received by hardware and building 
supply dealers requests for the 
display continue to come in. One of 
the best “testimonials” for the dis- 
play came from a competitor who 
advanced the information that he’d 
tried “all over the place” to get his 
hands on one and had been unsuc- 
cessful. This, of course, prompted 
Northwestern to send him a display 
as a matter of courtesy. 


>» Because of the widespread accept- 
ance of the display, the company is 
now considering a more elaborate 
project in which every type nail 
produced is shown in a skin-seal 
display. 

Agency assistance on the project 
came from Cummings, Brand, Mc- 
Pherson Associates Inc., Rockford, 
Ill. Pan-O-Ramic Package Co., 
Janesville, Wis., handled both the 
printing and skin-sealing of the dis- 
play. wR 
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NEW SALES- PRODUCING EXHIBITS 


. flexible... 


economically built . . 


Simple . 


It’s the answer to your trade exhibit problems... 


If your exhibits have been too costly . . 
their individuality and sales appeal . . . by all means 
investigate SYSTEM X ... the unusually distinctive . . . 
really different exhibit that will provide a high quality 
setting for your product. 


. if they’ve lost 


SYSTEM X saves on replacements they’re reusable 
. parts are interchangeable and there’s no need to 
build a completely new exhibit for every show. 


SYSTEM X saves on shipping and set-up expense. 
Component parts and crates are lighter; no special tools or 
skilled labor needed for set-up. A screw driver does it all! 


GET THESE SYSTEM XTRAS 
e consultant service on exhibit problems « expert custom 


design « approved lighting and wiring « fast shipment 
anywhere. 


strikingly beautiful . 
. economically produced ! 


Available through these exclusive 
franchise manufacturers: 


Custom Display, Inc. 

141 E. 5th St., St. Paul 1, Minn. 
Derse Advertising Company 

419 N. 27th St., Milwaukee 8, Wis. 
Design & Production, Inc. 

826 Slaters Lane, Alexandria, Va. 
Display Sales 
1631 Gest St., Cincinnati 4, Ohio 
Display Workshop, Inc. 

151 Huyshope Ave., Hartford, Conn. 
Dyna-Graphic Displays, Inc. 
343 Carroll St., Brooklyn 31, 
Firks Exhibitions, Inc. 

431 North Clark St., Chicago 10, Ill. 
GRS &W, Inc. 
5877 Centre Ave., 


IN,. 3. 


Pittsburgh 6, Pa. 
Robert K. Price Company, Inc. 
Fayetteville, Ga. 

Novelart Display Co., Inc. 

1420 Carroll Ave., San Francisco 24, Calif. 


Apply now for exclusive franchise in your area. 


SYSTEM X GROUP, INC. 1630 GEST STREET, CINCINNATI 4, OHIO 
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Using 
Light 
Effectively 


Don’t overlook the possibilities of 
colored light to bring more impact 
to your exhibits or your window dis- 
plays, no matter what your product. 


By Mildred Weiler 


Prosperity comes to those who 
keep pace with change. In the ad- 
man’s world, however, changes often 
come too fast for him to get fully 
acquainted with the selling oppor- 
tunities they offer. 

In modernization clinics con- 
ducted by the Promotional Develop- 
ment Sales Division of Union Elec- 
tric Co., St. Louis, the use of various 
types of lights to upgrade exhibits 
and displays to higher selling levels 
surprised many of the businessmen 
in attendance. 

In a light box, divided into nine 
separate areas, each with the same 
color backdrop, the type of light 
used in each area brought out dif- 
ferent effects. 


> With a medium blue background 
in each box, the following type lights 
change the color like this: 
Incandescent greyed and paled 
White fluorescent jrey-violet cast 
Warm white fluorescent 
Deluxe warm white fluorescent 


clear, rich 


warm 
Soft white fluorescent violet cast 
Deluxe cool white 
Standard cool white 
Daylight 


> Suppose your display centers 
around a product, say of steel, or a 
package where the trademark is the 
important selling feature, and your 
background panel is neutral and not 
too important. How would you light 
it? The best way of course to get the 
answer is to call in a lighting ex- 
pert, but while your display is still 
in the mock-up stage its a good idea 
for you to know what various lights 
will do. This summary is helpful: 


1. Incandescents enrich dark reds 
and brighten yellows. They have a 


darkening effect on most other col- 
ors. 


2. White fluorescent tubes brighten 
yellow, greens and some tans. They 
grey the blue tones. 


3. Warmtone fluorescent tubes 
brighten reds and yellows. They 
add warmth and clearness to almost 
all colors. 


4. Deluxe warmtone tubes brighten 
the reds and yellows and add rich- 
ness. They deepen the blues and 
greens and they add a yellow cast 
to some of the blue greens. 


5. Soft white fluorescent light adds 
clearness and brightens the reds, 
pinks, pink tans and blues. It dulls 
the yellows, and greys the greens. 


6. Deluxe cool white fluorescent 
makes all the colors seem clear. 


7. Standard cool white tubes show 
most colors without distortion to- 
ward either end of the spectrum, 
but have a tendency to deaden and 
grey them. 


8. Daylight fluorescent tubes cool 
and pale all colors except the blues 


and greens and emphasize the tex- 


ture of furs. 


> Just how does all this information 
on lights, if put to use, actually sell 
more goods? Just as color on the 
printed page pulls more inquiries, 
the color emphasis you gain from 
correct lighting will boost interest. 
An apparel shop changed its lights 
from fluorescent to the right com- 
bination of fluorescent and incandes- 
cent and boosted business 25%. 


> The most direct way to bring out 
more color is through use of color 
spots. In the four basic colors—red, 
green, yellow, blue—and two tints, 
blue-white and pink, these color 
spots provide dramatic impact to ex- 
hibits and displays. 

An automobile dealer used yellow 
spots on a yellow automobile in his 
display window at night. The bal- 
ance of the window was not lighted, 
except for blue spots on the blue 
car and so on. The effect was so 
startling, traffic increased, more in- 
quiries and sales resulted. The yel- 
low lamps on the yellow car brought 
color depth to the car and enhanced 
the appeal of the color tremendous- 
ly. 

E. A. Kelley, lighting engineer 
with Union Electric, points out that 
if spot lamps will not cover your en- 
tire display, switch to flood lamps 
for a better distribution of light. “If 
the close proximity of the lighting 
fixtures to the display still gives you 
a spotty effect, consider criss-cross- 
ing the light beams for wider cover- 
age,” he said. 

A red colored lamp used on a 
white object will not, of course, 
make the white object red, but a red 
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Here’s “ONE FOR THE ROAD”’ 


MIZARD 
PORT-O-PAC 


A compact display unit for hotel shows and 
other exhibitions where space is limited. 


@ Fluorescent lighted plastic center sign 
@ Side panels with adjustable ball lights 
@ Hardwood frames—Birch back panels 
@ Port-O-Pac crates fit all station wagons 
and most cars . . . weights only 112 Ibs. 
Port-O-Pac is manufactured in multiple lots ena 
bling nghest quality at the lowest possibile cost 


WRITE FOR CATALOG SHEETS WITH FULL DESCRIPTIVE 
SIZES AND PRICES FOR SINGLE OR MULTIPLE UNITS 
You will also receive a FREE iayout sheet 


Consui/tants. designers and manufacturers 
of distinctive convention displays Ly 


2 HA BONS > 
yh DISMLAY. ING. 


3011 Third Ave. So. 
Minneapolis, ioe so, UB 


YOUR OWN 
TOP LINE 
GOLF BALL 


Oe 


Company names, trade marks, or in- 
signia indelibly stamped on golf balls 
with a guaranteed retail value of $1.25 
each, or $14.75 per dozen. Your price 
$8.00 per dozen for 6 dozen or 
more with type imprint on both sides 
of each ball. Stee | or liquid center 
U.S.G.A proved. Special pac kaging 
available. “Cee > for ana ‘rtising, gifts, 
sales promotion, resale thru dealers. 


Imprinted golf balls—EXCLUSIVELY! 


GOLF BALL ADVERTISING CO. 
P.O. BOX 4332 PHILA. 18, PA. 
PE 5-9910 


FREE LIGHT 


with every sign 
‘Codit” Reflective Liquid makes your 
highway “tacker” signs sell day and 
night—without the cost of light! Reflec- 
tive sign surface bounces back light 
borrowed from oncoming cars. Brilliant. 
Impressive. You reach 50% more motor- 
ists than with daytime-only signs—and 
at much less cost per reader. 





EVERY STYLE 


in oun Film Lettering Library 
50: | specimen book sent 


PER WORD | on receipt of 25c 
USL a Lr ae Mailings thruout USA 
FLEXO-LETTERING CO., INC. 
305 £. 46 ST. © N. Y. 17 « PL 3-4943 


Order by name from 


OUTDOOR POOL « 


WRITE FOR FOLDER AND 
FREE DEMONSTRATION SAMPLE 


CopDiT 


BRAND 
REFLECTIVE LIQUID 


Minnesota Mining & Manufacturing Co 3m 
Dept. RCQ, St. Paul 6, Minn oe 


for summer occasions 

TENNIS © SUMMER THEATRE 

ous restaurants 

YACHT CLUB « RIB ROOM + COLONNADE COFFEE HOUSE 
CHARTERHOUSE and 


THE POLYNESIAN VILLAGE 


sh Floor ws and 


5 far 


y 


wpetlative... - 


Hotel Corporation of America . . 
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is the word for the Catering availed to you 
at the North Shore’s smartest address 


Banquets e Meetings e Conventions e Lunch 
eons ...no matter, the service 1s 
the food superb 
air conditioned 


faultless, 
ind the rooms spacious and 
Ample in-hotel parking 


The Riviera Hote 
ot Ch 9 
\ oo ‘ af ae 


5300 NORTH... 


Sheridan Road 
Chicago 40, Illinois 


PHONE 
Longbeach 1-6000 


A. M. SONNABEND, President 


lamp on a red object provides a 
pulse to the red. 

In a display booth, for instance, if 
your company name is on a red 
banner, or the letters are in red, a 
red lamp spotted on the banner will 
attract attention. 


>’ Color plus motion combine for a 
dramatic attention-getting effect. An 
oscillating fan on a piece of material, 
or a flag, with a red spot light on the 
flag or material, will give you color 
in motion. 

A picture of your product, your 
name, or trademark painted with 
phosphorous paints takes on a spe- 
cial glow that distinguishes it from 
your competitors’ if you throw a 
black light on it. This should be 
used only if the area surrounding it 
can be darkened. 

These reflector color spot lamps 
fit in regular sockets and holders 
and can easily be installed and used 
in exhibit booths and other dis- 
plays. Since the color is a part of the 
lamp there are no extra parts to buy 
or to maintain. 

In addition to the use of a red 
lamp on a red object, a yellow on a 
yellow object, etc., various combina- 
tions can be worked out to create 
special display effects. A blue light 
will color the shadow produced by 
a yellow light, and a yellow light 
will color the shadow produced bya 
blue light. 

Interesting colored shadows can 
be attained by using three blue 
lights to each yellow lamp. At the 
point where the colors blend to- 
gether on the merchandise they 
provide white light, but the shadow 
patterns that appear on the back- 
ground will be colored. 44 


Grecian Styling Available 
In Decorative Board 


A decorative board pattern in 
Grecian styling for highlighting ex- 
hibits, displays, etc. has been intro- 
duced by Hardboard Fabricators 
Corp. 

Marketed under the name “Gre- 
cianboard,” the new pattern is avail- 
able in 4x8’ panels, 4” thick, and is 
constructed of tempered, durable 
domestic hardboard which is smooth 
on both sides. It takes lacquer and 
paint easily and can be used for 
cabinets, furniture, radio and tv sets 
in addition to its exhibit and display 
applications. 

Information is available from 
Hardboard Fabricators Corp., 423 
Bloomfield Av., Montclair, N.J. 4¢ 





How to Use 


In-Store Demonstrations 


A veteran of many a promotion out- 
lines some of the advantages of 
showing your product right where it 
is bought, and warns against some 
common mistakes. 


By Frank W. Gray 


During years in charge of adver- 
tising and sales promotion for the 
old Mission Dry Corp. manufac- 
turers of Mission Orange and other 
soft drink bases sold under the Mis- 
sion Label — I authorized hundreds 
of store demonstration campaigns 
for our franchised bottlers. 

In staging these demonstrations in 
cities large and small, and in all 
parts of the country, I learned a 
good deal about the relative values 
of this type of promotion, and about 
the methods which bring best re- 
sults. You just can’t afford to go off 
half-cocked on a demonstration pro- 
gram. Careful preparation and or- 
ganization not only bring results in 
terms of immediate sales, but good- 
will and research in- 
formation are other plus values. 


consumer 


> Store demonstrations can have 
several basic purposes: to introduce 
a new product, to boost sales on one 
that is falling behind, to counter 
competitive strategy, to provide in- 
store promotion, or to translate gen- 
eral advertising appeals into direct 
sales. Whatever the purpose, the 
important thing is to have one. 
Many a demonstration campaign is 
launched simply because somebody 
thought it would be a good idea to 
start something promotion-wise. 
The first step in the organization 
process is to select the types of out- 


lets. Stores where demonstrations 
are conducted should obviously be 
in prominent locations with high 
consumer traffic. Enough outlets 
should be selected and enough 
demonstrations scheduled to assure 
broad market penetration. Other- 
wise this sort of promotion can be 
lost in the shuffle. 

Care must be taken in selecting 
and supervising the demonstrators. 
These people will be in direct con- 
tact with a large number of poten- 
tial customers, as well as with deal- 
er organizations. They must not only 
be capable of presenting the product 
to best advantage, but should be 
adept at building good public rela- 
tions. Experience has shown re- 
peatedly that professionals are best 
at this type of work. 

Arrangements should be made 
well ahead of time with store own- 
ers or managers. They are constantly 
solicited on in-store promotions of 
all kinds, and cannot successfully 
sponsor many of them at a time. 
Plans should be made for tie-in ad- 
vertising at the local level for de- 
sirable locations in the stores, for 
ample stock to take care of direct 
sales, and for whatever display ad- 
vertising the store policies permit. 


> Demonstration tables or booths 
should be provided, and made as 
convenient and attractive as pos- 
sible. They should be designed to 
occupy the least possible floor space. 
Retailers just don’t like to have 
their aisles blocked, or the flow of 
consumer traffic impeded in any 
way. 

When foods or beverages are to 
be sampled, provision must be made 
for dispensers, cups or paper plates, 
and whatever other equipment is 


necessary for fast and efficient s¢rv- 
ice. Many a demonstration campaign 
has failed to get good results be- 
cause some of these details were 
overlooked. 

Results of a demonstration pro- 
gram cannot be measured entirely 
in direct sales. The tie-in advertis- 
ing in local media, and display 
values can have long-term benefits. 
Goodwill results from friendly con- 
tacts with thousands of consumers. 
Word-of-mouth advertising is an- 
other plus value. Retailers, both big 
and small, like well-conducted pro- 
motions of this type they live off 
them. There is also the fact that a 
series of demonstrations in the more 
important outlets brings the product 
to the attention of store personnel, 
and this has advantages. 


> The demonstrators should, by all 
means, be supplied with report 
forms. These forms show names and 
addresses of stores, dates and hours 
of demonstrations, number of people 
sampled, prevailing weather condi- 
tions, direct sales each day, and all 
available information as to consum- 
er reactions. The last is highly im- 
portant. Advertisers and their agen- 
cies seldom come into close contact 
with their potential markets, and 
markets are people. 

When designed correctly, and 
analysed carefully, the reports made 
by demonstrators can be the equi- 
valent of a comprehensive consumer 
survey. Study of the reports may 
reveal possible improvements of 
product or packaging, more strategic 
pricing, or effective copy slants for 
general advertising. The theme for 
more than one highly successful ad- 
vertising campaign has been de- 
veloped from consumer reactions 
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revealed during demonstration pro- 
grams. 


> I know of at least one large and 
successful manufacturer’s agency, 
specializing in food products, where 
store demonstrations are considered 
the most effective method of locali- 
zing the impact of national advertis- 
ing, introducing new products in 
chains and supers, developing sound 
dealer relations, sounding out mark- 
eting potentials on a product or line. 
This agency considers demonstra- 
tions so important that they not only 
send out their own merchandising 
men to do some of the contact work 
in each store, but the two partners 
in the firm cover each location per- 
sonally to get first-hand information. 
As for advertising correlation, a 
coupon deal works well with a cam- 
paign of this type. The publicizing 
of a combination offer or discounted 
price, redeemable via coupons, and 
offered generally throughout the 
territory, even in stores where dem- 
onstrations are not scheduled, sup- 
plies the “hook” that gives impetus 
to an up-trend in the sales curve. 
In store demonstrations, as in 
other types of promotion, it is how 
you do it that counts, and experi- 
ence is the best of teachers. *% 


New Cigar Store Indians 
Produced for Exhibits 


Lowcost authentic reproductions 
of the clasic cigar store Indian and 
“princess” are now available from 
Artistic Latex Form Co. 

The moulded composition repro- 
duction are individually hand-col- 
ored and finished in rich, deep wood 
tones. The Indian chief is 62” tall. 
The princess is 58” tall. Either figure 
may be used with or without the 
standard base. 

Suggested applications include use 
in camps, antique shops, banks, de- 
partment stores, tobacconists, muse- 
ums and a variety of other com- 
mercial and exhibiting enterprises. 

Complete information can be ob- 
tained from Artistic Latex Form Co., 
762 Third Av., Brooklyn. 44 


New Convention Facilities 
Available in Chicago 


A new grand ballroom, available 
for convention and conference needs, 
is being developed by Chicago’s 
north shore hotel, the Edgewater 
Beach, 5300 Sheridan Rd., Chicago. 

Scheduled for completion on Nov. 
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‘WHITED states 

EXHIBIT 

ESSALONIKI, GREECE 
1960 

'S™ INTERNATIONAL FAIR 


EKCO PRODUCTS CO. 


Ekco In Greece . . 


. One of 87 companies exhibiting at the recent 25th International 


Trade Fair in Thessaloniki, Greece, Ekco attracted much attention with its streamlined 
kitchen utensils. Exhibit featured Ekco’s new Flint Cook and Serve tools, Flint cutlery 
and wall holdster, Flint beater and an anodized aluminum rolling pin and cutting 
board. U.S. pavilion attracted more than half a million visitors. 


1, The Edgewater Room will offer 
15,000 square feet of open unob- 
structed space, accommodating 2,- 
200 for assemblies and 1,600 for ban- 
quets. 

The room is designed so that it 
may be partitioned into a choice of 
five separate locations and sizes, us- 
ing sound-proof, ceiling-high fold- 
ing walls. It will be equipped with 
portable stages, speakers’ platforms 
and exhibit booths. Also available 
will be a flexible public address sys- 
tem, disc and tape recorders, movie 
projectors, facilities for closed-cir- 
cuit tv, and trained technicians to 
handle the equipment. 

The room will be decorated in 
walnut paneling combined with off- 
white panels which will bear hand- 
painted, giant seals depicting major 
Chicago industries. A “Passagio,” 
running the full length of the ball- 
room, will provide a reception area. 

The Edgewater Beach has 25 ad- 
ditional meeting rooms which will 
accommodate groups from 25 to 900. 
Future plans call for other new 
meeting rooms. 44 


New Catalog Illustrates 
Texturama Possibilities 


A new catalog showing the full 
range of textured photo prints 
available for exhibit and advertising 


purposes is available from Custom- 
lab, New York. 

Called “Texturama,” the prints 
are a compilation of photographic 
representations of the action of light 
on surfaces of natural materials 
such as stones, water, sand, petals, 
leaves, rope, wood, etc. 

These full-range, continuous tone 
textured photo prints are on glossy 
stock, ready for immediate use. They 
are easy to cut, mount and assemble 
and the surface readily takes ink, 
paint, or water color. 

Texturama has various applica- 
tions including booth backgrounds, 
package design, layouts, etc. 

Prints are stocked in 
sheets, at $15. 

. for more details circle 1113, page 129. 
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Meet Mr. Fax . 


MAKING 
STATISTICS 
PALATABLE 


Here’s how Nielsen has made formidable 
facts and figures interesting through good 
graphics and an amusing caricature. 


. . This simply-drawn character has become a 


favorite at Nielsen since he was introduced to help lend con- 


tinuity to a slide presentation. 


By Wynn Bussmann 
Director, Public Relations 
Broadcast Division 

A.C. Nielsen Co. 
Chicago 


Getting highly-detailed marketing 
facts across, making them stick, and 
incorporating a permanent “follow- 
up” review for handy reference can 
be a difficult . . . and expensive .. . 
problem in promotional presenta- 
tions. 

That’s particularly true if the 
sales presentation involves compre- 
hensive statistical information such 
as the facts and figures, charts and 
graphs and other technical data that 
have become a by-word with us in 
our capacity as a world-wide mar- 
keting research organization. 


>» A case in point . . . the Nielsen 
Station Index (NSI), a comprehen- 
sive station audience measurement 
service for people concerned with 
broadcast advertising. 

The NSI provides facts and inter- 
pretation that enable stations to dis- 
cover and demonstrate their strong 
points and help advertisers and 
agencies make advantageous buys. 
It provides a wide range of statis- 
tical information . . . including such 
features as audience accumulation 


and frequency data, audience facts 
and figures, and day and night au- 
dience composition. 

Some of the specific problems in- 
volved in the recent NSI sales pres- 
entation program: 


® Presenting the detailed statistical 
NSI facts and analyses in a manner 
permitting easy comprehension by 
non-specialists. 


@ Providing for simultaneous sales 
presentations both in this country 
and in Europe. 


Summary Brochures 
To back up the 
audio-visual 
presentations, 

facts and figures 
were included in 
booklets like these, 
used after showings. 


@ Providing a documentation of the 
facts in a handy “follow-up” for 
later, more leisurely, review. 


@ Keeping mechanical costs from 
spiraling out of reach. 


The solution? A _ three-pronged 
sales presentation package de- 
veloped in cooperation with our 
agency, Robertson Advertising Inc., 
that represented an innovation in 
Nielsen sales programs, and effec- 
tively resolved the problems in- 
volved. 
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> This package program featured 
the development of a series of 52 
full-color slides as the nucleus of 
the complete presentation. Use of 
the slides replaced large, flipover 
easel charts customarily used. 

Advantages of the slide presenta- 
tion were several: 


® The 35mm slides, making use of 
a rainbow-range of color, brought to 
life the heavily factual material. 


@ Use of the slides also permitted 
simultaneous sales presentation pro- 
grams. 


© Portability of the slide presenta- 
tion meant that the promotion could 
be shown to small, informal groups 
or projected on a screen for large 
gatherings. 


But probably the most significant 
feature of the program was that we 
achieved all the objectives without 
allowing costs to get out of line. 

The slides were developed in a 
full range of colors, imaginatively 
used to create and maintain in- 
terest. Integration of ideas was con- 
sidered as well: each chapter of the 
Nielsen NSI story was coded by 
color, with the same hue used as 
background for each section of the 
slide presentation, and a new back- 
ground color introduced when the 
subject of the documentary was 
changed. 


» Another interest-catching device 
was the creation of “Mr. Fax,” a 
cartoon-like character who appears 
in each slide and draws attention to 
the various faces or figures. Mr. 
Fax, created by Syl Zuk, the agency’s 
art director, has since become a 
favorite in other Nielsen literature. 
He carried a slide rule to symbolize 
the Nielsen statistical preoccupation. 

A follow-up brochure for the slide 
presentation also reflected the pack- 
age idea, and represented a depar- 


Eight Page Brochure 
Describes Frenelenses 


An eight-page brochure describ- 
ing how Frenelenses, thin, light 
plastic discs, can replace heavy and 
bulky glass lenses in numerous 
optical applications, has been issued 
by Stocker & Yale, Marblehead, 
Mass., representatives for the manu- 
facturers of the products. 

Applications include projectors, 
viewers, shadowgraphs, cameras, 
field lenses, condensing lenses and 
screens. 


60 - BBB - November 1961 


ture from custom. Instead of a gen- 
eral brochure bearing little or no 
relationship to the slide presenta- 
tion, the NSI brochure provided 
practically an exact duplication of 
what had been seen or heard. 


>» The idea of a colored slide presen- 
tation and an exact follow-up docu- 
mentation normally connotes an ex- 
tremely high-cost production. 

Our agency solved that problem 
by designing the slides in colors that 
could also be produced as black and 
white prints. Thus at the same time 
they were photographed as 35mm 
Kodachrome frames they were also 
shot as 4x5 black and white prints. 

The simultaneous photographing 
of the full-color slides for the pres- 
entation and the black and white 
prints for the documentary brochure 
represented an important cost-sav- 
ing move. 

To avoid the starkness of a com- 
pletely black and white brochure, 
the agency designed the booklet 
with alternate-colored pages. The 
text of the booklet followed the 
manuscript prepared for the slide 
presentation . . . down to the selec- 
tion of a typewriter face to give the 
feeling of a running manuscript such 
as that used in the program. 

The same approach and method 
were also used for a second step in 
NSI presentations. A second slide 
program, containing a detailed val- 
idation of facts presented in the 
first, was prepared for showing to 
professional researchers who needed 
more thoroughly-detailed informa- 
tion. 

A second booklet reproduced that 
material, validating the information 
contained in the original brochure. 


> Thus through the cooperative re- 
sources and ingenuity of both Niel- 
sen and its agency, a completely in- 
tegrated merchandising program for 
NSI was achieved. 44 


Copies of the brochures are avail- 
able. 


- for more details circle 1101, page 129. 


Look ’n Listen Gives 
Data on Paper Records 


The Look ’n Listen Division, Uni- 
versal Color Corp., New York, has 
prepared a sheet describing its serv- 
ices in making laminated paper 
records. 

The sheet lists several companies 
for whom it has made records and 
the uses to which these records 


were put. Companies listed include 
Seven-Up, Encyclopedia Britanni- 
ca, Champion Spark Plug, West- 
inghouse, Squibb and W. T. Grant. 
Look ’n Listen literature states 
that for five years the company was 
the “behind-the-scenes producers of 
‘Auravision’ laminated paper rec- 
ords exclusively for Columbia Rec- 
ords.” 
Copies are available. 
. for more details circle 1102, page 129. 


New Directory of A-V 
Covers Sales Training 


A directory of sales training 
equipment and services has been 
issued by the Dartnell Corp., 
Ravenswood and Leland Avs., Chi- 
cago 40, as part of its monthly pub- 
lication, Sales Executive’s Service. 

It includes the names and ad- 
dresses of selected manufacturers 
of projection equipment, visual 
equipment, audio equipment, sales 
training consultants, film producers, 
especially suited for use in sales 
training programs. 

Not available separately, the di- 
rectory can be included in a sub- 
scription to the publication, at $5 
a month. Further information may 
be obtained directly from Dartnell. 

44 


RP Unit Can Be Used 
With All Projectors 


Filmstrips as well as motion pic- 
tures, even in rooms. sunshine 
bright, can be shown with a Wilson 
Movie-Maker RP, it has been an- 
nounced by H. Wilson Corp., 546 
W. 119 St., Chicago 25. 

Previously, the rear projector 
unit worked with only 16mm pro- 
jectors, but due to the development 
of special wide angle lenses, it can 
now work equally well with all 
popular makes of filmstrip projec- 
tors, the company said. 

Price for the 14%” focal length 


Jam-Proof . . . Works as easy as the 
placing and changing of a _ phono- 
graph record is the claim made by 
Kodak for its new Carousel projector. 
It holds 80 slides. 
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NORTHWEST PEDIGREED PAPERS 


PRINTING AND WRITING PAPERS 


Carlton Bond Northwest Index Bristol 
Carlton Duplicator Northwest Ledger 
Carlton Ledger Northwest Mimeo Bond 
Carlton Mimeograph Northwest Mimeoset 
Carlton Offset Northwest Post Card 
Map Bond Northwest Velopaque Cover 
Mountie E. F. Book Regular 
Mountie E. F. Label Embossed 
Mountie E. F. Litho Label Northwest Velopaque Text 
Mountie Eggshell Book Regular 
Mountie Offset: Embossed 
Regular Publishers Book Papers 
High Bulk Ranger Offset: 
Antique Wove Regular 
Embossed High Bulk 


Mo 


Mountie T 


Text Tri-Purpose Paper 
Non-Fading Poster Web Offset 

Norfax Print Paper Wonderwhite Cover 
North Star Offset Regular 

North Star Writing Embossed 
Northwest Bible Wonderwhite Text 
Northwest Bond Regular 
Northwest Duplicator Embossed 


ENVELOPE PAPERS 


. 
Mountie Nortex White 


Nortex Buff Northwest 
Nortex Gray Ranger 


Nortex Ivory 


OTHER CONVERTING PAPERS 


Coating Raw Stock Lining 
Drawing Papeteries 
Greeting Card Register 


Ve 


Gumming Tablet 


orthwest Paper Company 


CLOQUET, MINNESOTA 


MILLS AT CLOQUET AND BRAINERD, MINNESOTA 


SALES OFFICES 
Chicago 6, 20 North Wacker Drive . St. Louis 3, Shell Building 


Minneapolis 2, Foshay Tower . New York 17, 420 Lexington Avenue 


Lithographed upon Regular MOUNTIE OFFSET 25x38—80 Pound Basis 





lens for filmstrip projectors is ap- 
proximately $40 plus a slight addi- 
tional charge for a lens adapter 
sleeve on certain models and makes. 

44 


Remote Control 
Offered by DuKane 


The availability of the DuKane 
FlipTop sound slidefilm projector 
with push button remote control 
has been announced by the St. 
Charles, Ill., maker of projectors. 

According to DuKane, a self-lu- 
bricating remote control mechanism 
advances the filmstrip “quietly and 
automatically as the operator in- 
conspicuously pushes the remote 
control button.” An extra long cord 
allows the operator to move about 
freely to select the proper spot for 
joint viewing of the sales presenta- 
tion with the prospect. 

Complete details are available 
from DuKane, St. Charles, Ill. 44 


Charles Mayer Studios 
Market New Lectern 


A lectern that converts from a 
17x20x3” carrying case with handle 
to table top use in a few seconds is 
being manufactured and sold by 
Charles Mayer Studios Inc., 776 
Commins St., Akron 7. 

Called the Karri-All Lectern, it 
is said to have ample room for all 
notes, meeting guides, scripts, hand- 
out pieces or other av aids. A com- 
pany logo or message may be im- 
printed on the cover. 

It sells for $7.50. 44 


Target Charting System 
Announced by Compton 


The availability of target charts, 
showing how performance measures 
against announced goals, has been 
announced by Compton Chart Pro- 
ductions, 239 E. First Av., Roselle, 
N.J. 

The charts are described as a “new 
concept in graphic presentation . . . 
ideally suited for plotting sales per- 
formances, production quotas, finan- 
cial figures and an infinite number 
of other quantitative data, showing 
how closely the data approaches the 
goal or innermost circle, i.e. the 
bull’s eye.” 

Designed to permit the plotting of 
data weekly, monthly, quarterly, 
annually or by other suitable time 
periods, the charts are available in 


pads of 25 sheets printed on 
812x814” stock, or in pads of 10 
sheets printed on 16x16” stock. The 
16x16” charts can be = glazed, 
mounted or framed upon request to 
enhance the presentation for per- 
manent display. 

Variations on the basic chart can 
be designed, the company states. 44 


Facsimile For Smaller 
Companies Introduced 


A line of compact, table model 
facsimile equipment has been intro- 
duced by American Facsimile Corp., 
160 Coit St., Irvington, N.J. 

Called Amfax, the equipment is 
said to be designed to provide even 
the very small business or in- 
dustrial firm with a practical and 
affordable means for instantaneous 
transmission and for the receipt 
anywhere in the country of im- 
portant data and material in the 
exact detail and form in which it 
was sent. 

Such material could include 
financial and credit information, 
sales reports, letters, orders, pro- 
duction or inventory reports, work- 
ing plans, layouts, charts and 
pictures. 

Typical installation could be 
between central and branch banks; 
branch sales offices and the home 
offices, advertising agencies and 
out-of-town offices and so on. 

This equipment, according to 
the company, will transmit or 
receive written, printed or photo- 
graphic copy over telephone lines, 
direct wire or by micro-wave at 
the rate of 3% minutes per letter 
size document. Any clerical help 
can operate the machines, according 
to the company. 44 
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Could | have a small order to tide 
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HOW JSELL-0-VUE 


packs 


PICTURE 
POWER 


into your sales message 


Sell-0-Vue consists of a dramatic 
full-color filmstrip, a unique fold- 
ing precision viewer, and a 
printed brochure - envelope that 
tells your story in full. 


Words plus color film give you 
double impact at no extra cost — 
a power-packed self-mailer that 
is priced less than the ordinary 
color brochure alone. And it mails 
for a 4-cent stamp. 


Call or write for free 
sample. No obligation. 
4 dept. S 
the taylor-merchant corporation 
48 w. 48th st., n. y. 36, n. y. PLaza 7-7700 


Merchant 


ATTENTION 


GETTERS! 
lem Te es 
dake 


all igt-b Me RAT loli) 
Exclusive use 
low priced 
NEE 


NEE 
1550 Church St. San 
Francisco 14, Calif 


BOARDMASTER VISUAL CONTROL 
Your operations are pictured at a glance. 
You save time, money and prevent mixups 
by Seeing What is Happening at all times. 


Ideal for Production, Maintenance, 

Inventory, Scheduling, Sales, Etc. <> 

Easy to Use. You write on cards, 

snap on metal board. Over 750,000 in Use. 

FREE 24-Page BOOKLET No. R-100 
Mailed Without Obligation 

GRAPHIC SYSTEMS 
925 Danville Road * Yanceyville, N.C. 
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Tell Your Story, Sell Your Products 
with PRC Continuous Projector 


Capture the attention of everyone in sight 
and-show ’em... sell ’em... teach ’em! 
Over the counter, on display tables, in 
windows, terminals, lobbies and classrooms, 
at conventions and sales meetings or built 
into displays — the Pictur-Vision continu- 
ous slide projector will work like magic! 
Television-like in appearance and appeal 
this quality built projector will show 16 
color or black and white slides at 9-second 
intervals that tell your audience a story 
dramatically and forcefully in a little over 
two minutes! 

SPECIFICATIONS: 500 hour, 750-watt pro- 
jection lamp projects full radiant image 
on large 16-inch Solarbrite screen. Bleached 
mahogany finish cabinet of solid plastic 
Fiberesin — won't scratch, burn or water- 


mark. PRICE COMPLETE . . $250.00 


For further information, write 


PICTURE RECORDING COMPANY 


Oconomowoc, Wisconsin LOgan 7-2604 


YOURS: Outstanding 
Letterhead Design Port- 
folio — created by the 
Advertising Design De- 
partment of world- 

famous Pratt Institute - 
on Parsons King Cotton 
Business Papers. Write 

on your business letterhead 
for Portfolio Number 552. 


Parsons PAPER DIVISION 


MATIONAL VULCANIZED TIBRE CO. 
HOLYOKE, MASSACHUSETTS 


SOUND EFFECTS 
Hi-Fi and Super 


Put life into your dramatic plays, skits, 
commercials, home movies. Use sound effects 
from the largest and finest library of its 

kind. Sounds of: Airplanes, Electra Prop-Jet, Boeing 
707, F-104 Starfighter, Reguius I, Missile Launching, 
Carrier Sounds, Autos, Music, Trains, Animals, House- 
hold, Industry. 13 classifications — 2000 real-life 
sound effects for professional or home use. Send 25¢ 
fer complete 56-page catalog 

NEW DEMONSTRATION DISC contains 14 sound 
tracks from our library: Rocket Blast-off, Space 
Sounds, Jets, Babies, Navy Mess Cal! (bugle), Police 
Car with Siren, Dogs, Weather, etc. 7” Microgroove 
33-1/3 RPM. Viny!, No. 7-130. Mail $1 TODAY 
fer Demonstration Disc AND complete 56-page catalog 


MP-TV SERVICES, INC. 
7000-L Santa Monica Blvd, Hollywood 38, Calif 


Read how 
Companies Use History 
in Exhibits 
Next Month in A&SP 
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r mouon pictur;©e 


by Fred A. Niles Productions 


W. Washington Blvd., Chicago 


for Brunswick Intl. 


If you were a film producer and 
were asked to produce a film to up- 
grade the image of bowling in 75 
different countries using at least 
seven different languages, what 
would you do? 

Fred Niles Productions took cam- 
eras, staff and imagination to a 
modern bowling establishment in 
Grand Haven, Mich. They came 
back with a film — backed by a Sid 
Siegel original score — that says: 
“Bowling is a family sport; enjoyed 
by all ages and kinds of people. You 
ought to try it.” And it says it with- 
out the help of one word of nar- 
rative or dialog. 

The reaction to this wordless film 
in the A&SP viewing room was 
rather amazing and somewhat back- 
bristling. Boiling it down, opposi- 
tion can be registered as follows: 
one thought the film was “preten- 
tious and showed lack of structure, 
too arty;” another thought it was 
“confusing”; a third said at first: 
“no comment” and then commented 
that it “certainly wasn’t any La 
Strada.” 

The fourth reaction comes from 
this reviewer who, incidentally, had 
been assigned to write the review 
before the film was shown. 

I think this film should win an 
award and, since it has already been 
accepted in the Stratford and Ven- 
ice film competitions, I hope it does. 


> Why? Let’s first review the reason 
for this film in the first place. It was 
designed as part of a package of 
two films for areas in which bowling 
is regarded in the same “low-sport” 
image as it was here ten and fifteen 
years ago. The other film sells 
Brunswick services and equipment 
to prospective investors. 

“Bowling,” the wordless film, de- 
signed to be shown in theaters to 
the general public, promotes only 
the sport of bowling, Brunswick 
only incidentally. 


In a matter of just a very few 
minutes it gets across a variety of 
points; the family can enjoy bowling 
together; it is not a difficult sport 
yet offers skill of technical achive- 
ment to those who like to excel; it 
is not too tiring physically since 
older citizens obviously enjoy it; it 
is proper for teen-agers even in 
countries where young people are 
tightly chaperoned; it is fun! And 
it does this with deft artistry, I 
think. It should bring new fans to 
this sport in countries where it has 
not been popular before. 

Always, when criticizing an effort, 
it seems only fair to offer another 
solution. Since there were criticisms 
of this film, I will say Niles could 
have gotten the same points across 
by having a minister or priest en- 
dorse the propriety; a doctor point 
out the health advantages; and a 
happy family speak on how much 
happier they were now that they 
were enjoying this American form 
of “togetherness.” Thank God they 
didn’t! 

This film is being distributed by 
Warner Bros. to 9,000 theaters open 
to the general public. See it if you 
can and test your own responses. 

B.M. 


Sales Promotion 


The Whole Nation's Business . . 
color filmstrip; produced for ‘Nation's Busi- 
1615 H St. NW, Washington 6, by 
Henry Strauss & Co., 31 W. 53d St., N.Y. 
19 in cooperation with Van Brunt & Co., 
355 Lexington Av., N.Y. 


80 frame 


ness’, 


Audio-visuals aimed at the space 
buyer seem to fall in a category of 
their own. I’m not sure what does it. 
Part of it is the need to be different; 
part the feeling that this is a sophis- 
ticated audience. So there is a temp- 
tation to be cute and arty; to find a 
new way to present facts and sta- 
tistics, not because it does it any 
better, but simply because it is new. 

This is a good example of the 
genre. Its artwork is sketchy and 
impressionistic, and perhaps the im- 
pact suffers because of it. It comes 
awfully close to being great, but 
somehow misses the mark. R.B.K. 
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The decision between these two ways of conveying 
information is not always an easy one. Here, from 
the Tag Manufacturer's Institute, is some solid advice. 


By H. C. Semple 


When in the course of marketing 
plans it is necessary to choose be- 
tween a tag or a label for effective 
total point-of-purchase promotion, 
marketing and packaging executives 
can find themselves skewered on the 
piercing points of a dilemma: “Do 
I use a tag, with its greater informa- 
tion space and versatility, or do I 
use a label?” 

The decision need not be a diffi- 
cult one. Despite their apparent 
similarity, tags and labels are en- 
tirely different forms of p.o.p. pro- 
motional media. Each has its own 
area of strength, which the other 
cannot meet. To determine which to 
select for a specific product, six 
things must be taken into account: 


1. Size and shape of product. 

2. Use of the product. 

3. Amount of product data to be 
transmitted, and why. 

4. Product display. 

5S. Type of retail outlets. 

6. Product appearance. 


If these six basics are considered 
before making a selection, market- 
ing men and packaging executives 
can be certain that their products 
are receiving the best p.o.p. promo- 
tion for their money. 


Size and Shape of the Product 


A tag is a versatile identification 
device. It can be picked up, opened, 
printed on two sides, folded into a 
“booklet,” etc. The label, on the 
other hand, is not as versatile. By 
definition it must be attached di- 
rectly to a product, severely re- 
stricting the space for effective in- 
formation. 

As a general rule, hang tags should 
be used if the product is too large 
to pick up easily, or if picking it up 
would interfere with a display. With 
a tag on it, customers will generally 
not handle the product itself to ob- 
tain needed information, which is 
not always true when labels are at- 
tached directly to an item. 

In some cases, of course, tags are 
not feasible, particularly when the 
product or its package does not have 
a place where a tag may be easily 
attached. For instance, a rubber 
beach ball manufacturer would have 
a hard time tagging his product, un- 
less he sold the balls deflated and 
affixed the tag to the valve stem. 


Use of the Product 


If an item has lasting use features, 
such as apparel, appliances, lawn 
mowers, etc., the chances are that a 
considerable amount of care and use 
information will be of value to the 


buyer. For this purpose a tag is 
often better than a label, since the 
tag has more space for such infor- 
mation and it can be filed by the 
buyer for future reference. 


Information to be Transmitted 


This is usually the decisive factor 
in a tag-or-label decision. The con- 
sumer today wants increasingly 
more and better information on a 
product before making a buying de- 
cision. In addition to name of man- 
ufacturer and materials used, the 
shopper wants to be sold by the 
product itself, not by a salesclerk. 
Then there is care and use infor- 
mation, price, size, legal informa- 
tion, and guarantees of warranty. 

In this area of communication 
there is little doubt that the hang tag 
has the definite edge. Unlike the 
label, the hang tag offers total utili- 
zation of space for transmitting data. 

To illustrate how new applications 
of tags crop up continuously, con- 
sider the recent premium offer made 
by a major processor of cooked 
shrimp. His product comes in jars, 
and he wanted to pass along the 
premium offer to consumers at the 
least possible cost. To do this his ad 
agency, working with a member 
firm of the Tag Manufacturers In- 
stitute, prepared a combination tag 
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THE BEST 
BILLBOARD SPACE 
IN THE WORLD 


CAN BE RIGHT 
ON YOUR PRODUCT 


with National custom-de- 
signed tags and labels. 


Free design consultation. 


Your best advertising 
space can be on the product 
itself. When you use an in- 
ferior or poorly designed tag 
or label, you are actually un- 
der-advertising your product. 

Today, competition is high, 
most products are good... 
and the item with the most 
attractive, informative tag or 
label is the one that sells. 

With National Tag Com- 
pany’s custom design serv- 
ice, you get 
e Free design consultation on 

tags or pressure sensitive 

labels. Send us your re- 
quirements or a sample of 
your old tags. 


© Competent, highly-skilled 
artists and designers... 


AND REMEMBER 
trade your old, time-worn 
shipping tags and labels for 
National’s dynamic new ad- 
vertising tags. They do so 
much ... and cost so little. 


wa co. 
337 S. PATTERSON BLVD. © DAYTON 1, OnI0 


PROMPT. PERSONAL SERVICE 


* BBB - November 1961 





| 


and label. This label, circular, is af- 
fixed to the top of the jar. Attached 
to the label is a three-inch string, 
with a hang tag containing the pre- 
mium offer at the end. Easy to re- 
move and fill out, the combined tag- 
label has proven a valuable asset to 
the premium campaign. 

In a similar vein a furniture man- 
ufacturer wanted to give a warranty 
which would list the date the fur- 
niture was bought. His reason was 
a desire to cut down on returns on 
furniture purchased long before it 
was returned. A hang tag was the 
solution. On one side of the four- 
page, booklet-style tag, is a war- 
ranty form, numbered in sequence, 
which the customer sends to the 
factory upon purchasing the furni- 
ture. This forms a record of the date 
of purchase, and prevents unneces- 
sary or questionable returns. 


Type of Retail Outlets 


Hang tags and labels, according 
to advertising agency merchandising 
directors, are vital point-of-pur- 
chase promotion vehicles. In a re- 
cent Tag Manufacturers Institute 
survey, three out of seven agency 
merchandising men stated that 
“product tags are vital to a success- 
ful point-of-sale promotion cam- 
paign.” 

When choosing between tags and 
labels executives should remember 
that magazine, television and radio 
advertising can pre-sell consumers 
to a certain extent, but when these 
same consumers come to the mar- 
ketplace and are faced with five or 
ten competing brands, a last push is 
necessary. 

Providing this “last push” is one 
job that a tag can be designed for, 
because of its usable space. By re- 
producing national ad formats on 
the first page of a booklet tag, there 
is still sufficient space on the other 
three pages for the remaining infor- 
mation. The label, on the other 
hand, is somewhat hampered in this 
respect because it must be attached 
directly to the product by an ad- 
hesive. 

Where sales clerks are available, 
tags provide them with product in- 
formation. Where the retail outlet is 
self-service, tags and other identi- 
fication devices are even more im- 
portant. In housewares, for instance, 
a survey by the DuPont Co. proved 
that impulse buying motivates 83% 
of houseware sales. Where both 
clerk selling and self-service are 
practiced, a TMI survey showed that 
tagged merchandise outsold clerk 
service by margins ranging from 
three to one (radios, tv, hi-fi-sets) 
to nine to one (women’s clothing). 


Product Package Appearance 


Both the hang tag and the label 
have a great effect on the appear- 
ance of the product package viewed 
by the consumer. 

Although a label is restricted as 
far as space and artwork is con- 
cerned, it should be planned to en- 
hance the over-all package appear- 
ance. 

The hang tag, with its versatility 
of treatment, can go a long ways to- 
wards “dressing” up an otherwise 
dull product or package. Unusual 
size, distinctive shape, contrasting 
or visually-arresting colors, photo- 
graphic or artwork illustration, all 
these may be brought to bear in the 
same tag to stop the consumer in 
his tracks and lead him to the prod- 
uct in question. 


> There can be little doubt, there- 
fore, that tags or some other identi- 
fication and promotion device are 
vital at the point-of-purchase. A 
choice between tags and other 
methods depends on the product 
and its specific needs. 

The enterprising ad executive 
faced with a choice must take all of 
the foregoing points under consid- 
eration before making a final deci- 
sion. Since the price difference is 
often negligible, the tag-label choice 
must be made on the basis of which 
will do best by the product, dealer 
and — most important — the con- 
sumer. 44 


Multiple Marking Seen 
With All-Mark Ink 


A new ink which permits printing 
on plastics, glass, metal, rubber, cel- 
lophane and other non-porous sur- 
faces at the rate of 40 to 60 prints 
a minute has been developed by 
Weber Marking Systems Inc. 

The new ink is formulated for use 
with specially designed hand-print- 
ing devices that print from a stencil. 
It permits a “system” of duplication 
information on address and prod- 
uct identification labels and directly 
on all non-porous surfaces that cur- 
rently are marked individually. 

Using a stencil and Weber hand- 
printer, the user, with Weber’s All- 
Mark, can print product identifica- 
tion, code numbers, and production 
numbers directly on the non-porous 
surface. The ink dries in a few 
seconds on many surfaces, enabling 
its use on a production line and the 
handprinter pad is kept soft from a 
felt-strip in the printer’s tray that 
is saturated with a special Weber 





The ‘Pop-in’ — our answer to the flip- 


top! 


emollient, Sta-Moist solution. The 
combination of Sta-Moist and All- 
Mark ink made the new system of 
marking possible. 

Users can also address multiple 
shipments on coated or painted car- 
tons or on glossy labels and tags 
with a handprinter and a stencil. 
The stencil may be handwritten or 
cut in the office in continuous form 
or as a by-product of office paper- 
work. It is supersensitive for cutting 
through a ribbon on any office 
equipment including tab machines. 
It is then placed on a handprinter 
to print directly to the surface. 

All-Mark is offered in black and 
five colors including blue, green, 
red, orange and yellow. 

For more information, contact 
Weber Marking Systems Inc., Weber 
Industrial Park, Mount Prospect, 
Til. 44 


Hollander Introduces 
Speed Label Dispenser 


A new automatic dispenser that 
can accurately apply pressure-sen- 
sitive labels on envelopes, cards, 
forms, etc. at a speed of one-a-sec- 
ond or 3,600 per hour has been de- 
veloped by Allen Hollander Co., 
New York. 

The new dispenser unit peels the 
pressure-sensitive label from the 
backing sheet and applies it to any 
unit, eliminating the need of man- 
ual labor. 

It will be introduced at both the 
Mail Advertising Service Assn. and 
the Direct Mail Advertising Assn. 
during the October conventions at 
the Statler-Hilton Hotel, New York. 

The machine will be available on 
rental or outright purchase basis 
and additional information can be 
obtained from Allen Hollander Co., 
385 Gerard Av., New York. 44 





will 


travel 


any distance to see that 

you, too, enjoy the top per- 
formance you get only with 
Acme Gravure services. When it 
comes to roto cylinders for pack- 
age printing, 4-color positives or 
national advertising pre-prints . . . 
come to Acme. It always pays to do 
business with the “years ahead” 
organization who puts your 


needs first. 


If it’s Quality ... 
if it’s Delivery ... 


“acme 


gravure services, inc. 
____ 4001 Industrial Avenue - Rolling Meadows, Illinois 


arn 


MU een 


éoaa.| um Phone: Clearbrook 5-0200 


CIMMICK MAILINGS 


SCs el uel ale 
Sol Mid eee aia) 
your special promotions. 


Aer A 
THE VISUAL 
sedi 
TO FIT YOUR 

3A 8 
NEED 


have 

auto- 

matic : 
projectors for point 
of sale and ons 
shows. We have desk top 
pene oy both slides 
an ilm strips — PS 

with or without Tel — 
sound, designed with , 
your salesmen in DAVENPORT 
mind. For Information, IOWA 
Write Dept. A1161 


Free 24-page Catalog 
@ ORCHAWAII 4 
ORCHIDS OF HAWAII, INC. 
305 7th Ave. N.Y. 1, N.Y. © OR 5-6500 
Branches 


© 469 E. Ohio St., Chicago 11, Ill. + Tel.: 467-5765 
© 24333 Narbonne Av., Lomita (L.A.), Cal. « DA 5-0381 
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Permanent Package . . 


Packaging for 
Permanent 


Display 


. Embedded in a clear plastic block, 


only 8x8x3"’, the delicate instruments could be seen but not 
hurt. Permitting use of cases only, technique saved almost 


$2000 for each salesman. 


Here’s an ingenious way to show off 
expensive, but miniature, products 


in a safe, impressive, and dramatic 
fashion. 


Manufacturers of electronic and 
and electromechanical components 
(resolvers, clutches, gear heads, and 
similar items) are constantly faced 
with the costly problem of sales- 
men’s samples. Delicate, finely ma- 
chined, and small but expensive de- 
vices are essential for the salesmen 
to show to the buyer, the purchasing 
agent, the technician, or the engi- 
neer. Yet after the actual samples 
are handled, twisted, turned, twirled, 
spun, or what have you, in a very 
short time they present the com- 
pany products poorly. 

Elm Instrument Corp., Hempstead, 
N. Y., makers of electronic and elec- 
tromechanical components for the 
computer, missile, and aircraft in- 
dustry, recently faced this problem 
and solved it in an unusual and 
interesting manner. 


> Elm components range in price 
from $65 for a limit stop to $1,000 
for the Elm Adjusta-G Accelerom- 
eter. A collection of eight operating 
samples consisting of gearhead, me- 
chanical limit stop, adapter, air 
clutch, magnetic clutch, mechanical 
clutch, accelerometer and multi-limit 
stop would cost $2,100. When it is 
realized that 50 sets of samples 
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would be required for the com- 
pany’s sales representatives around 
the country, it can be seen that the 
total sample cost would be $105,000, 
not including the cost of carrying 
cases. 

Elm Instrument decided instead 
that it would make exact physical 
replicas of the individual compo- 
nents and then embed these in a 
clear plastic block. The replicas 
would show the buyers and engi- 
neers the exact appearance, size, and 
shape of the units. Also since they 
were embedded in a solid plastic 
block, 8x8x3”, the customer would 
see all the items at one time even 
though his immediate interest might 
only be for one of the units. 

Obviously, since the embedded 
components contained none of the 
vital and costly internal gears, wind- 
ings, machinings, etc, they cost only 
a fraction compared to the actual 
products. It is estimated that the 
replica samples in the plastic block 
cost $210, or one-tenth the total 
price of the units, a considerable 
savings. The embedments were pre- 
pared by Plastic Embedments Inc., 
Attleboro, Mass. 

To make the Elm plastic sample 
block easy to carry a special carry- 
ing case was ordered. The block fits 
snugly into the green cloth-lined 
case and presents a jewel-like ap- 
pearance when the top is opened. 
The case is covered with black sim- 
ulated leather with “Elm Instrument 
Corp., Hempstead, L. I., New York” 
imprinted in gold. 


> The identification value of the 
plastic block has been merchandised 


further. A color photograph was 
taken of the block containing the 
green anodized Elm components 
against a burgundy background. 
The beautiful color photograph was 
then used to print postcards in full 
color. The postcards contain the 
following legend printed in small 


type to simulate the resort type 
card. 


Elm Instrument Corporation produces 
electronic and electro-mechanical com- 
ponents and instruments for aircraft, 
missile and industrial uses. Block (il- 
lustrated) contains typical Elm products 
air clutch, magnetic clutch, variable 

adapter, electrical limit stop, gear head, 
mechanical limit stop and adjustable 
accelerometer. 

ELM INSTRUMENT CORP. 

30 Chasner Street 

Hempstead, L. I., New York 

IVanhoe 5-1700 


In addition, a quantity of the cards 
have been printed with a script 
statement, “The man from Elm will 
be calling soon.” The latter group of 
cards is for use by the sales repre- 
sentatives as mailing pieces in ad- 
vance of their calls. These postcards 
were produced by Dualbert Printing 
Co., New York. 


> The blocks are also being used on 
the desk of Elm’s president as book 
ends and provide a wonderful con- 
versation piece. 

The Elm sample blocks have been 
used at exhibits where they permit 
showing the products and, at the 
same time, eliminate the danger of 
loss or damage to the components. 


> The total cost for the plastic blocks 
and the sales promotion (excluding 





More effective labeling and tagging! 


Time was when most labels and tags were 
considered routine arene, jobs. Those 
days are gone forever he growth of 
self-service consumer buying has made top 
management realize the importance of tags 
and labels as selling tools at the point-of- 
sale . . . and increased the responsibility of 
the men who buy them. 


Today, tag and label buyers look beyond 
first cost to the job to be done. They look 
for tagging and labeling techniques that 
increase point-of-sale effectiveness, meet 
difficult specifications or reduce over-all 
costs. 


Naturally, many of these value-minded 
buyers look first to Dennison . . . originator 
of more new labeling and tagging tech- 
niques than any other single source. A few 
examples of problem-solving teamwork 
between buyers and Dennison are briefly 
reviewed here. 


Creating 
decal effects 


Beer and safety razor blades have little in 
common. Yet, both have profited from a 
labeling technique that speeds and simpli- 
fies decoration. 


Schmidt’s of Philadelphia celebrated 
its 100th anniversary as a brewer in 1960 

. with a Dennison split-top pressure- 
sensitive label playing a major role. 
Printed in three colors on transparent 
acetate and gummed with permanent 
Dennison PRES-a-ply® adhesive, it simu- 
lated a decal in appearance and clinging 
power. But, how different in application 
ease. No soaking in water. No sliding into 
position. Just a zip of its paper backing... 
a pat of the fingers . . . and there it was on 
an automobile or truck window. All of 
Schmidt’s employees and_ distributors 
participated. 


Gillette used the same labeling tech- 
nique to redecorate thousands of counter 
cases when the Super Blue Blade hit the 
market with history-making impact in 
1960. This Dennison PRES-a-ply label 
was printed in red, white and blue on trans- 
parent acetate to match the “price” spots 
already silk-screened on the glass cover of 
Gillette’s full-line display case. Neatly and 
securely applied in seconds by finger-tip 
pressure, it saved time and bother for 
Gillette salesmen as they made their pre- 
promotion rounds. 


Other users of this PRES-a-ply label- 
ing technique find it the quickest, easiest 
way to add new prices, premium offers and 


other promotional or variable information 
to existing packages or displays. High- 
speed Dennison PRES-a-ply label dispens- 
ers keep application costs amazingly low. 


Giving “‘Easy on’’ labels 
extra “‘Stay on’”’ power! 


Few users of labels must meet such de- 
manding specifications as meat processors. 
For, the US Department of Agriculture, a 
strict task master, insists on meat prod- 
ucts being permanently labeled according 
to its regulations for consumer protection. 


Cryovac film packaging of poultry, 
for example, calls for the application of a 
USDA inspection label after the film has 
been shrunk tightly around the bird in 
boiling water. The labeled package is then 
subjected to hours in a deep freeze. Yet, the 
label must remain 100° % tamper-proof. For 
a Tennessee processor, Dennison supplied 
a pressure-sensitive label with such perma- 
nent adhesion that it cannot be removed 
without detection. To the customer’s de- 
light, the USDA inspector gave his com- 
plete approval not only for use on Cryovac 
film but also on waxed paper overwraps 
and waxed board boxes. 


This same Dennison PRES-a-ply label- 
ing technique is also bringing The Lohrey 
Packing Co. of Cincinnati and other feder- 
ally inspected meat packers the benefits of 
strong adhesion. USDA regulations specify 
the labeling of stainless steel trucks and 
containers for meat and meat products. 
Each time a truck or container is emptied, 
it must be thoroughly steam-cleaned before 
re-use. Previous labels washed off after 
each use and often clogged drains, causing 
costly plumbing bills. 


Dennison solved the problem by supplying 
PRES-a-ply labels with an adhesive so 
strong that even steam cleaning could not 
take it off! Printed on water-proof stock 
with grease-proof ink and over-varnished, 
these labels survive 40 washings! The 
Lohrey Packing Co. no longer has to worry 
about continually reordering and applying 
labels to their containers. A big headache 
has been removed. 
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If you need labels that will stay on 
through steam cleaning, freezing or any 
other harsh environment — you need per- 
manent PRES-a-ply. 


New stringless technique 
slashes tagging costs! 


A stripe of self-sticking adhesive on the 
back of the tag is now replacing the tradi- 
tional string or wire in many cases. 


This new tagging technique not only 
reduces attaching costs but also brings the 
benefits of tagging to products formerly 
considered impossible, impractical or diffi- 
cult to tag. 


With the self-sticking stripe on one 
end, as on the back of the Georgetown 
Steel & Wire Co. tag, you have a new 
wrap-around technique. It is now increas- 
ing the point-of-purchase appeal of such. 
widely varied products as tools, home 
appliances, luggage and furniture. Other 
users apply these tags directly to doors, 
windows, lumber, trunks, tires, wind- 
shields and toys. 


In-plant applications of this new tech- 
nique employ couponed system tags for 
production, piece-work and_ inventory 
control. 


NEW FACT FOLDERI 


If you’re responsible for getting more sales 
impact per dollar out of tags and labels or 
reducing over-all labeling and tagging 
costs, this free fact folder will prove 
invaluable to you. It describes techniques 
and shows samples 
that are now increas- 
ing sales and profits 
for some of America’s 
most successful mar- 
keters. For your free 
copy, write directly 
to Dennison Mfg. 
Co., Dept. Y-292. 
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Dennison 


Helping you compete more effectively 


FRAMINGHAM, MASSACHUSETTS 
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IT’S NEW! IT’S THE 
PERFECT SOLUTION TO 
WORK IN PROGRESS 
FILING & STORAGE 
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* PROFILE 
size - 2512" 


high, 19/2" wide, 27” deep. 


Here’s the most informative pressure sensi- 
tive sample book yet devised. It contains 
fourteen Strip Tac samples, split plan lay- 
outs and printing tips. Spiral bound for 
extra convenience. 9° x 4° when closed— 
easy to file 

Samples include Foils, Fluaradiants, Ace- 
tate, Litho, Kromekote, Tag, Climatized, 
Vellum, Texoprint, and Badge Stock. Send 
for yours today 


Just ask for book P-2111 


The BROWN-BRIDGE MILLS, INC. 
i> Troy, Ohio 
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wall construction permanent suspension 
ease of access flush, built-in 
Each of the 75 self-contained file 
the PRO-FILE cabinet is by 22 
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It’s here! The handy, low-cost pocket 
calendar with your own imprint on 
front and back covers. PeAeC is an 
effective sales stimulator and good- 
will booster. Designed and priced to 
meet the demand for a useful, give- 
away sales promotion tool. 

WRITE, WIRE OR PHONE TODAY FOR 
SAMPLES AND COMPLETE INFORMATION 


POCKEY 


APPOINT aE: 
MENDAR 1962 


LITHOGRAPH, INC. 


219 W. WAYNE ST., DEPT. C 
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the Elm components or replicas) has 
been reasonable. The plastic block 
cost $27.50 and the carrying case 
cost $5.25. 6,000 color postcards were 
obtained for $114. 

Besides the savings in sample 
costs, there has been added interest 
in Elm components from the sales 
representatives, customers and pros- 
pects. 44 


Stock Tag & Labels 
Shown in New Catalog 


A catalog containing full-color 
examples of tags, labels and die-cut 
specialties for various consumer and 
industrial applications has been re- 
leased by The National Tag Co., 
Dayton, Ohio. 

Complete specifications are in- 
cluded in the new catalog for over 
50 items which the company sup- 
plies, including pressure-sensitive 
labels, sale and lay-away tags, fur- 


niture tags, marking tags and tickets. 
- for more details circle 1103, page 129. 


Tag Samples Shown 
In May Tag Folder 


A sample folder discussing the 
importance and variety of tags at 
the point-of-purchase has been re- 
leased by the May Tag & Label 
Corp., New York. 

Several varieties of tag styles are 
included as samples in the folder, 
including pressure-sensitive labels, 
embossed foil seals, shipping pro- 
duction system tags with carbon 
slips, etc. 

The back cover of the folder 
shows some of the facilities for pro- 
ducing tags and labels in the May 
Tag & Label plant. 


. for more details circle 1104, page 129. 


Rug and Upholstery Labels 
Eliminate Heat Sealing 


A new permanent pressure-sensi- 
tive label, developed especially for 
the labeling of rugs, upholstery and 
bedding without the application of 
heat, has been introduced by the 
Jackmeyer Corp., New York. 

The new label is backed with 
“Magi-Stik” adhesive which pene- 
trates the fiber, attaches instantly 
and remains unaffected indefinitely 
by extremes in temperature. 

The Magi-Stik labels are available 
in rayon, satin or gold and silver 
foil, ete. 

For further information write to 
the Jackmeyer Corp., 253 W. 26th 
St., New York 1. 44 








Beckett—known for fine eben for 113 years— 


proudly presents a new grade... 


BECKETT 1848 TRADITIONAL 





BECKETT 1848 


Yuu 


@ provides a warm and subtle background 
for distinctive printing 


+3330) dae 


eh 


@ adds rich tonal values to illustrations 


@ easy on the eyes, it makes type 
exceptionally easy to read 


Whiteness and brightness are qualities 
highly to be prized in selecting paper for 
many fine productions. Yet there are certain 
pieces which just naturally suggest the use 
of a sheet with the subdued elegance of 
“natural color’—the predominant 
characteristic of this sheet. 


This new grade in the big Beckett line 
of fine papers is appropriately named 
“traditional” because, like all Beckett products, 
it is of superior quality. It has a smooth, 
even surface and its opacity is excellent. 

It performs well on the press, is suitable 
for all printing methods. 


Beckett 1848 Traditional is stocked in 
Smooth Vellum finish, in 70 and 80 Ib. book 
weights and in 65 and 80 lb. matching 
cover weights. It is also available in 14 
fancy finishes. 


Sample book and sample sheets on request. 
A traditional American landmark — 
Independence Hall, Philadelphia . . . Birthplace of 
Freedom. Photo by H. Armstrong Roberts. 


Duotone printed with a 150-line screen black plate 
and a 300-line screen color plate. 


Color photo courtesy of The Savings and Loan Foundation, Inc. 


THE BECKETT PAPER COMPANY 


Makers of Good Paper in Hamilton, Ohio, Since 1848 


This is Beckett 1848 Traditional, Smooth Vellum finish, 80 Ib. 
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One of the oldest calendar-users, 
Plough Inc. is not sitting 

on its success, but is adding 

new techniques to keep 


ahead of competition. 


How 


St. Joseph's 
promotes 
its 
calendar 


By Edith Driver Harper 


As you read this, approximately 
814 million St. Joseph Family Alma- 
nac Calendars are hanging in homes 
all across the nation. If you could 
glance at these 1961 calendars you’d 
discover that thousands of them 
have page five removed because on 
page five was printed an official en- 
try blank to a $25,000 contest . 
with entries due before June 1 of 
this year. 

Since St. Joseph Family Almanac 
Calendars were already the most 
widely distributed calendars in 
America, and had been for years, 
why did Plough Inc., maker and 
distributor of the calendars, decide 
to have a calendar contest? Accord- 
ing to Tom Greer, Plough’s Vice 
President in charge of Advertising, 
who was responsible for introducing 
many new features into the calen- 
dar, it was to make the calendars 
more valuable to (1) the consumer, 
(2) the retail dealer, (3) the Plough 
salesmen, and (4) to the company 
as a selling and promotional tool. To 
understand these reasons it’s helpful 
to know something of the history of 
St. Joseph Calendars. 


> According to Abe Plough, Presi- 
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HAVE YOU A 
SALES PROMOTION 
PROBLEM? 


Case Histories of Successful 
Sales Promotion Pieces! Learn 
how some of America’s largest com- 
panies solved their sales promotion 
problems through the use of Prentice- 
Hall’s Special Publications. Hand 
tailored to stand on their own, or to 
fit into larger campaigns, booklets 
by the Special Publications Division 
can help YOU with your sales pro- 
motion problems. 


For your FREE copy, write: 


PRENTICE-HALL 


Special Publications Division 


Department ASP, Englewood Cliffs, N. J 
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dent of Plough Inc., the calendar 
program was suggested in 1920 by 
his one salesman. “Basically it’s the 
same sales promotion program we 
have today ... a plan that helped 
the druggist and his customers as 
well as helping us. In January, the 
salesmen took a cigar box and, cut- 
ting a hole in the top of it with his 
knife, nailed it up behind the pre- 
scription counter of a drug store. 
Then he said to the druggist, ‘Look! 
These calendars are only six cents. 
Take a hundred of ’em with the 
rest of your order and I'll give you 
sixty 10¢ boxes of St. Joseph As- 
pirin free. Give the calendars to a 
hundred customers, and as you sell 
the St. Joseph Aspirin, put the 
money in this cigar box. On the first 
of December, send $6 to my com- 
pany, and the calendars have in ef- 
fect cost you nothing.’ 

“What could a druggist lose? 
Nothing. And he could gain a great 
deal! We gave him an easy way to 
establish long-term credit, make a 
nice profit, advertise free, and win 
friends at the same time. So he 
bought our calendars and he’s been 
buying them ever since. Of course 
we try to make our calendars more 
valuable each year ... and we 
think this year’s contest is the most 
valuable promotion yet.” 


>» When asked how the 1961 $25,000 
contest was of value to Plough sales- 
men, John Oppenhuizen, Plough’s 
Sales Manager, Retail Division, said 
the contest’s main value was in in- 
creasing consumer demand for the 
calendar, thereby making calendar 
sales easier. “You see,’ Mr. Oppen- 
huizen said, “we have the same 
problem any salesman has. Getting 
dealers to buy enough to satisfy the 
demand.” Then he went on to ex- 
plain, “St. Joseph Calendars are a 
self-liquidating product which 
means direct personal selling is a 
‘must’ with us. As a result, our 
salesmen are specially trained in our 
calendar-selling techniques and they 
sell calendars almost 365 days a 
year. For instance, this January 2, 
we began selling 1962 calendars and 
we'll be selling them right up to 
next New Year’s Eve!” 

Dave Auslander, Field Sales Man- 
ager Retail Division, puts it this 
way: “St. Joseph Calendars are just 
as much a Plough product as St. 
Joseph Aspirin, Coppertone, Mex- 
sana, Musterole, Paas—any of our 
dozens of brands!” 


>» Why has the demand for the 1961 

calendar been the greatest yet? 
The advertising and special pro- 

motions were planned for that re- 


sult. For instance, all national con- 
sumer ads—which appeared in the 
Fall of 1960 in This Week, Amer- 
ican Weekly, Parade, Family Week- 
ly, Good Housekeeping and daily 
newspapers—contained a _ reserva- 
tion coupon for the reader to clip 
and turn in to the retail dealer. This 
plan worked well for several rea- 
sons: 
1. readership of the ads was higher 
because of the contest announce- 
ment, 
2. word-of-mouth advertising was 
increased for the same reason, 
3. consumers were pleased because 
they were almost sure of a calendar 
“ahead of time,” 
4. retail dealers were pleased be- 
cause, for the first time, they had a 
more exact estimate of their calen- 
dar needs before the end of the year. 
A total of $500,000 is budgeted for 
calendar promotion in 1961, includ- 
ing direct mail, business paper and 
radio advertising, as well as ex- 
panded use of newspapers and sup- 
plements. This advertising is pre- 
pared by the Plough Inc. advertising 
department and Plough’s advertising 
agency, Lake-Spiro-Shurman, 
Memphis, working in cooperation. 


> Landon Smith, Plough’s Vice Pres- 
ident in charge of Sales, feels that a 
dealer who doesn’t buy simply does- 
n't understand or hasn’t explored 
the full benefits St. Joseph Calen- 
dars can bring him. “It only stands 
to reason,” says Mr. Smith, “it’d be 
impossible for us to have sold cal- 
endars to thousands of astute busi- 
ness men for almost 40 years if they 
didn’t profit from them, year after 
year.” 

Marketing research and independ- 
ent consumer surveys support this 
idea. They prove St. Joseph Calen- 
dars are by far “the most wanted 
calendars in America, by dealers 
and consumers alike.” 

In fact, St. Joseph Calendars are 
so popular, requests have been re- 
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ceived from almost every country on 
the map, although Plough sells cal- 
endars in only a few of the 80 for- 
eign countries where its other prod- 
ucts are now sold. Recent requests 
have come from Brazil, Hungary, 
Norway, Indonesia and Italy. Al 
Capley, editor of the company paper, 
The Plough Hand, says, “Cash in on 
calendars? Sure we do... all over 
the world! Read the final paragraph 
of this calendar-request letter from 
Palermo, Italy: ‘Also let me have a 
copy of the price list of your St. 
Joseph Aspirin as it is the best and 
purest in the world.’” 


> This year’s calendar contest, how- 
ever, was limited to “anyone in the 
United States” (except, of course, 
employes of Plough Inc., its adver- 
tising agencies and their families). 
This ruling was perhaps unusual in 
one respect only: it permitted 
wholesale and retail dealers and 
their families to enter the contest as 
well as permitting consumers to en- 
ter. 

Why was a 25-word “I-like-this- 
calendar because” type of contest 
selected for the 1961 St. Joseph Cal- 
endar?—especially since research 
reveals letter-writing contests us- 
ually bring fewer returns than “jin- 
gle” or “naming” contests. The main 
reason fo: this selection, according 
to Mr. Greer, was that such a con- 
test would cause consumers and 
dealers alike to become better ac- 
quainted with all the features of the 
calendar. This, in turn, it was felt, 
would not only boost immediate 
sales but could be the basis for 
boosting sales gradually over a long 
period of time. Also, complete fa- 
miliarity with all the features would 
help build Plough’s prestige and en- 
hance its reputation for service, be- 
cause, after all, that’s what the cur- 
rent St. Joseph Family Almanac 
Calendars are: a feature and infor- 
mation service for consumers; a 
sales and promotion service for 
dealers. 


>» As pointed out by Frank Morris, 
Plough’s Advertising Budget Man- 
ager, “If dealers had to buy the ad- 
vertising in the calendar from which 
they benefit, it'd cost them a for- 
tune! Any way you look at it, 12 
months of color advertising in 8,- 
500,000 homes would be worth a 
great deal of money if we were to 
sell the space!” What’s more—and 
more important from the dealer’s 
point of view—St. Joseph Family 
Almanac Calendars promote his 
service and the merchandise he sells 
in the homes of his immediate shop- 
ping area. And, each calendar con- 


tains many editorial references to 
high-profit items he sells which mo- 
tivate purchases of cameras, pre- 
scriptions, cosmetics, perfumes, 
school supplies—dozens of highly 
profitable items. 

Of course, St. Joseph Calendars 
have always been edited as a serv- 
ice to consumers; they’ve always 
contained weather information, his- 
torical data, etc. Not until 1957, 
however, was editorial material 
used on the back of each calendar 
page ...and not until the 1960 cal- 
endar was it produced in full color, 
opening up a new service concept. 
This year’s $25,000 Contest Calendar 
contains more service features than 
ever before for consumers of all 
ages. 


> At the head of the calendar edi- 
torial “team” is John Scott, former 
J. Walter Thompson art director, 
now of Lake-Spiro-Shurman. “The- 
oretically,” Mr. Scott said, “the de- 
tailed planning and editing are done 
by the agency; the production and 
distribution by Plough; the research, 
advertising and promotion by both. 
Specific assignments are made and 
timetables set up but the whole cal- 
endar operation is now so fantastic 
that it’s very difficult to adhere 
strictly to ‘set rules.’ We have to be 
flexible or we’d never get the cal- 
endars into the hands of the sales- 
men in time for them to start selling. 
Work on a specific year begins 25 
months before the date on the cal- 
endar. For example, work on the 
1963 calendar began December 1, 
1960. This allows 13 months for 
completing the calendar and 12 
months for selling and distributing 
it. 

“Each year we actually design 
several calendars: (1) the ‘original’ 
which is created for prescription 
druggists, (2) the ‘baby head’ cal- 
endar for those who want a different 
shape and style, and (3) the ‘sea- 
sons’ calendar which some druggists 
and other dealers purchase. Since 
Plough products are sold by many 
variety and grocery stores, some of 
these dealers also purchase the cal- 
endars.” 

Flo Cunningham, Mr. Scott’s chief 
editorial associate, reports that edi- 
torial material is selected according 
to preferences determined by con- 
sumer surveys and thousands of let- 
ters: i.e., household hints, recipes, 
articles on child care, weight prob- 
lems, beauty care, gardening, etc.; 
fashion and hair style features aren’t 
used because they might be out- 
dated before the calendars are dis- 
tributed. “Cooperation from writers, 
artists and publications is spendid, 
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EVERYBODY LOVES A CAP... 


Headwear is the most useful and profitable 
premium you can offer. Whether your next 
advertising promotion calls for self-liquida- 
tors, give-a-ways, dealer loaders, coupon or 
sales incentive items etc., remember 
HENSCHEL MFG. CO. manufactures head- 
wear for every purpose ... in every price 
range. 

Step up your Advertising and Premium 
Sales! Write TODAY for latest catalog and 
discounts. 
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WORKING 
MINIATURES 
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2 types: MOVABLE and 
ONE PIECE miniatures 
in bright or gilt finishes 


NEW TOOL KIT 


5 gilt-finish tools in red 
viny! roll. Shipped assembled 
Can be imprinted 

Write, wire, phone TODAY 
for samples & prices on 

GRC metal miniatures 


World's Foremost Producer 
3 Second Street, New Rochelle, New York 
Phone: NEw Rochelle 3-8600 


FREE 
SAMPLE 
KIT shows the amazing 


power of Faultless 
Advertising Balloons 


Detailed literature and prices . . . 
profitable ideas on store promotions 
. . . displays . . . and other exciting 
ways of smart merchandising with low 
cost Faultless balloons. Write today 
on your letterhead for free sample 
kit. The Faultless Rubber Company, 
Dept. 12, Ashland, Ohio. 
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»f Small Die Castings 


says Mrs. Cunningham who adds, 
“Of course, who wouldn’t like 8,- 
500,000 circulation! We give name 
credit, too. The 1960 calendar, for 
instance, used material from This 
Week, American Weekly, Living for 
Young Homemakers, Charm, The 
Philadelphia Inquirer Magazine, The 
New York Sunday News, and The 
Chicago Tribune. The 1961 calendar 
features many reprints from Good 
Housekeeping, Everywoman’s, True 
Story and other magazines—plus a 
good deal of original material.’ 


>» St. Joseph Calendars are produced 
in the Plough printing plant and 
Gideon Mitchell, head of the Plough 
printing department, says, “I never 
cease to be amazed at the size and 
complexity of the calendar opera- 
tion!” Having been with Plough for 
40 years, he’s seen the calendar 
change from letterpress to offset to 
color processing; from hand assem- 
bly to mechanical assembly accom- 
plished by collating machines spe- 
cially designed and built for St. 
Joseph Calendars only; and from a 
small operation to one so large it 
keeps a double shift of employes 
working all year round! 

Kenneth Benderman, head of the 
Plough Shipping Department, is an- 
other important contributor to the 
calendar program’s success and has 
fascinating facts and figures at his 
fingertips. When asked if it’s true 
that he ships calendars at the rate 
of a boxcar load a week, he agreed 
that “That’s about it . . . except now 
we ship by common carrier. The 
1961 Contest Calendars were shipped 
at the rate of one 34,500 Ib. truck- 
load each week. Plough trucks de- 
liver the calendars . . . 80,000 cases 
or more per year to Plough 
warehouses in New York, Los An- 
geles and Miami. From there they’re 
delivered by common carrier to 
their final distribution centers.” Mr. 
Benderman says, although the aver- 
age order is from 150 to 400 calen- 
dars, he’s shipped individual orders 
as large as a truckload at a time. 

An extensive promotion and pub- 
licity campaign backs up the adver- 
tising campaign for the calendars. 
Charles Sullivan, Marketing Man- 
ager and head of Plough’s Calendar 
Promotion Department, says, “Pro- 
motions? You'll find ’em every- 
where! On packages of Plough prod- 
ucts, on shipping cartons, in mail- 
ings to stockholders, in direct mail 
to dealers, on window streamers; 
and, of course, our sales kits and 
sales bulletins are filled with the 
best promotional help we can pos- 
sibly give our salesman. News re- 
leases are sent to radio and tv sta- 


tions. Last year over 500 newspa- 
pers used some or all of the material 
we sent and 376 radio and tv per- 
sonalities cooperated in publicizing 
the calendar.” 


Although entries in the 1961 $25,- 
000 St. Joseph Family Almanac Cal- 
endar Contest weren’t due until 
May 31st of this year, thousands of 
entries had been received even be- 
fore the calendar-contest-year had 
started. In fact, over 25,000 entries 
had been received by Dec. 31, 1960! 
The total mounted to 300,000. 

No wonder then that the 1962 
calendar, being sold now by Plough 
salesmen, contains an even bigger 
contest—a $37,500 “Jingle-Jangle”’ 
Contest — and plans for the pro- 
motion of the 1963 St. Joseph Fam- 
ily Almanac Calendar are even 
more impressive. 


> Plough management believes that 
to consistently “cash in” on a prod- 
uct, whether that product be a cal- 
endar, a flavored children’s aspirin, 
or a new sunburn remedy, it should 
be: 


1. Of real service 
2. The answer to a timely need 
3. Unique if possible 
- Well above average in quality, 
and consistently improved 
Readily available 
Priced right 
Vigorously sold and advertised 


>» After a careful analysis of 45 com- 
petitive calendars, it would seem 
St. Joseph Family Almanac Calen- 
dars, unique in their field, are the 
only ones to satisfy all these pre- 
requisites. Now that Plough Inc. 
has found a new prescription for 
profit to top its 39-year calendar 
success story, there seems no doubt 
that it will cash in on the calendars 
more than ever before. 44 


IN THE MARKETPLACE 


e Humor Pocket Books . . . 32 best- 
selling pocket books in the humor 
and cartoon fields have been re- 
leased for premium and. traffic- 
building use. Costs range from 12¢ 
to 30¢ each, based on quantity and 
original cover price. Books available 
include titles by Art Linkletter, Max 
Shulman, Bennett Cerf, Hy Gardner, 
Art Buchwald, Jack Paar, and Ab- 
igail Van Buren among others; car- 
toon collections by Chon Day, Mis- 





cha Richter, Peter Arno, Ernie 
Bushmiller and others. Special cov- 
ers can be printed for these books 
including sponsor’s advertising on 
the second, third and fourth covers. 
The Benjamin Co., 600 Fifth Av., 
New York. 


e Magnetic Business Cards 
Magnetic rubber magnets in trade- 
marks, product reproductions, logos 
and miniature business cards. These 
magnets will hold paper notes or 
memos to any metal surface in of- 
fice, home or automobile. Prices in 
%x2” size are listed at 40¢ each for 
orders of 500; 15¢ each for 25 thou- 
sand and more. Other sizes up to 
3x20” are available in proportionate 
prices. Variety of colors and special 
art are available. Regal & Wade 
Mfg. Inc., Maspeth 78, New York. 


e Teen Line... “Slim ’n Trim” line 
of teen-age accessories which in- 
clude diaries, autograph books, bill- 
folds, snapshot holders, photo al- 
bums, letter cases, desk blotters, 
waste baskets, etc. All in bright 
young colors with appropriate art- 
work. Organization Services Inc., 
8259 Livernois Av., Detroit, Mich. 


e Spaceman Capsule .. . A minia- 
ture replica of the capsule that car- 
ried Commander Alan B. Shepard 
Jr. into outer space reproduced as a 
savings bank. Bank is of non-break- 
able polyethylene and has the com- 
plete trajectory of the flight molded 
into the base of the heat shield to- 
gether with other historical data of 
the flight. Contents of the bank can 
be emptied by slitting the guide line 
on the bottom. Bank can be re-used 
after emptying. Furnished with each 
bank is a reproduction of the official 
National Aeronautic Space Admin- 
istration’s 16-page booklet, “ 
ing Space.” 
Newton 61, 


Explor- 
Beacon Plastics Corp., 
Mass 


e Tumbler Caddy Set... A 7-piece 
decorated tumbler caddy set includ- 
ing six new 9%-ounce decorated 
tumblers in a plastic caddy with a 
handle that lowers away when not 
in use. Available in four different 
decorative patterns including Rip- 
pling Bands, Flower Fantasy, Basket 
Weave and Indian Art. Price $1; 
eight sets packed to a_ shipping 
carton. Anchor Hocking Glass Corp., 
Lancaster, Ohio. 


e Instant Bookmarker . . . Movable 
4-place marker with ribbons in red, 
white, blue and black. Can be used 
in any spine-bound book measuring 
from 5” to 15” long showing instant- 
ly the pages the user has marked 
for reference work or speaking. Re- 


tail price, 50¢. Instant Page Finder 
Co., P.O. Box 2855, Winston-Salem, 
N.C. 


@ Personality Dial ... A party dial 
for giving an entertaining analysis 
of facial features. The users ex- 
amines each feature of the individual 
face to be analyzed, selects the 
proper letter, then turns to the re- 
verse side of the dial to read the 
meaning. Available with ad imprint 
and quantity order discounts. Sug- 
gested retail price, $1. Ideas! Div. 
Hall of Fame Inc., P.O. Box 1367, 
Ontario, Cal. 


e Fend-Vision Ballpoint ... A West 
Germany ballpoint pen with four 
colors to choose from when writing. 
The user holds one of the four col- 
ored dots on the barrel toward him, 
presses and the pen automatically 
extends red, blue, green or black 
ink as chosen. Available in chrome 
finish for $8.50, retail; solid silver, 
$15; and rolled gold, $20. Consumer 
Product Co., 60 E. 42nd St., New 
York 17. 44 


Warning Flags Marketed 
With Ad Imprint 


A warning flag for use on tractors 
and other farm equipment when on 
the highway has been introduced 
with advertising imprint by Pratt 
Poster Co., 225 N. New Jersey St., 
Indianapolis 4. 

The flag is made of all-weather 
plastic impregnated drill cloth. It is 
available in fluorescent red and 
measures 16x16” in size. It is flown 
from a 5’ long 4” steel whip 
equipped with a bracket for quick 
mounting to any equipment. 44 


New Ad Medium .. 


. Highway warn- 
ing flags available with ad imprints 
have been introduced by Pratt Poster 
Co. 








Give PHONE BOY 


The perfect Answer to 
Your Gift Problems... 


PAPER 
SUPPLY 


DIALING 


Every business desk will wel- 
come this unique and useful gift 
item. Dial-knob controlled memo 
pad, with handy pen; reference 
and calendar; always available 
needed phone numbers and an 
ash tray —this compact “office 
boy” unit attaches to your phone. 


Boxed in individual attractive 
cartons—as low as $1.80 each 
in quantity. 


immediate Delivery Guaranteed! 


JAMES P. WARD, 
1103 French Street 
WILMINGTON, DELAWARE 


INC. 


Your Most Valued Possession, 


YOUR TRADEMARK! 


Cae Ree 


Create a Swiss Embroidered 

Emblem FOR YOU! 
SWISS Embroidered Emblems with your 
|: ¢ BrandName_ « Firm Name 


Motto ¢ Slogan * Selling Sentence 
_ HAVE HUNDREDS OF SALES PROMOTION USES! 


5 


¢ Trade Mark | 


FREE DESIGN SKETCHES IN FULL COLOR. Send | 


© clippings, photostats or photos etc. Also specify 
* quantity of emblems you = need, FREE 68- 
© PAGE CATALOG ON REQUEST 


_A-B EMBLEM (ip 


Fourth Generation In The Finest Swiss Embroidered Emblems 
519 S3Oth St., Union City, N.J. 
Use handy coupon 

519 30th St. 
A-B EMBLEM CORP. Jin. city. Nu. 
Please send me ver a 


AS-11 
Firm Name .. : 
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THE GOLD MAILBOX WINNER 
Aluminum Company of America 


The top campaign of the year is 
an institutional one, aimed at indus- 
trial, government and military per- 
sonnel at policy-making levels. Its 
purpose was to create an impression, 
a climate, in the defense community, 
in which both short and long term 
objectives could be more effectively 
pursued. 

““No attempt was made to solicit 
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The top DMAA award winners 


responses, in the form of orders, 
letters, telephone calls, or even re- 
quests for further information. It 
was felt that orders might eventual- 
ly result, but the nature of this 
phase of industry is so special that 
any order which might ultimately 
result would come in only after long 
development and negotiation. 

A list of 4,300 names was drawn 
up, and mailings were scheduled at 
three-week intervals from June to 
September. The timeliness of this 
campaign, whose theme was the 


Each of the pieces in the winning 
campaign, except for the first, 
came in a slip cover with the 
familiar Alcoa triangle trademark. 
One of the gatefold spreads 

of the first brochure is 


shown opposite. 


basic contribution and availability 
of Alcoa and aluminum to our na- 
tion’s defense, was indicated by the 
fact that during this period occurred 
the Cuban fiasco, the Laos problem, 
the development of the Berlin crisis, 
accompanied by President Ken- 
nedy’s calling for greater prepared- 
ness, the Khrushchev blue-print for 
world communism. 

Significantly, during this campaign 
new interest was expressed by both 
executive and military branches of 
the government in weapons to 





Each year, the most coveted award in the direct mail 
field is the gold mailbox, presented to the year’s out- 
standing campaign at the annual meeting of the Direct 
Mail Advertising Assn., held this year October 10-13 in 
New York. 

This year, for the first time, a newly-designed mail- 
box was awarded, bringing the highly-treasured symbol 
up-to-date. In addition, silver and bronze awards were 
made, signifying second and third places in the compe- 
tition. 

The three top campaigns are described in detail be- 
low. In addition, there was the Henry Hoke Award, for 
a courageous solution to a difficult problem, using direct 
mail. Some 49 other campaigns were singled out as di- 
rect mail leaders or given honorable mention. A&SP 
will bring the stories of some of these campaigns in 
forthcoming issues. 


> As is the usual custom of DMAA, the collection of 
portfolios will be made available to local advertising 
clubs and other groups for study, as well as being avail- 


counter brushfire aggression. Spe- Throughout the many years of 
cifically, the demand for light, air istence, Alcoa has built 
transportable material figured high- tpacity both in 


ly in this interest. 


r purpose 


> First shot in the campaign was a nvey to you 
simple letter signed by Lawrence 
Litchfield Jr., Alcoa president, to 


individually, and read as follows: 


connection with the nts mailed t 


the skills of its man 
wer and in the extent 
in these messages t 
participant in the 
jlefense estab 

i f our capacity 
the 4,300 names. This was addressed ticipation in defense pro 


I am having the first of these state 


able in DMAA’s own library in New York. 

This year’s judging committee was chaired by James 
Wickersham, president, Sales Communications Inc., 
N. Y., and included George Collins, Britannica Press, 
Chicago; Clyde Craig, Champion Paper, Hamilton, 
Ohio; Lee De Young, Southern Nitrogen Co., Sa- 
vannah, Ga.; C. M. Edwards, The Heath Co., Benton 
Harbor, Mich.; Horace Hart, Dept. of Commerce, Wash- 
ington; J. E. Knox, Upjohn of Canada, Toronto; O. 
Glenn Leach, Natl. Paper Trade Assn., N. Y. Chairman 
of the Contest Committee this year was Ferd Nauheim, 
Kalb, Voorhis & Co., Washington, with Marshall Grib- 
ble, of the DMAA staff, acting as contest manager. 

The entries were judged in three parts, with attention 
being paid to concept, to execution and to effectiveness. 
Under concept, an entry could win up to 15 points for 
ingenuity or creativity, 10 points for appropriateness 
and 10 points for interest. Under execution, copy was 
worth up to 15 points, design 15, continuity and pro- 
duction, 10 points each. The last quality, effectiveness, 
could earn up to 15 points for the entry. 44 


f its ex piece was sent out. It was an im- 
an impressive pressive 12-page brochure, 12x12’, 
using bleed photographs, full-color 
artwork and distinguished typogra- 
phy. It was sent out in a cardboard 
jacket, very much like those used 
for phonograph records, which had 
as its only decoration the red and 
;rams. blue triangles, point to point, that 
are familiar as Alcoa’s trademark. 
under separate The next piece in the campaign 
came in the same kind of package, 
although the jacket was of lighter 


f its facilities. 


lishment 


for broader par- 


> Three days later, the first mailing stock, and it carried the words 
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“Number 2 of a Series” in addition 
to the red and blue trademark. In- 
side was a_ three-fold brochure, 
folded down to a 12x12” page from 
a large sheet, 36x24”, printed on one 
side only, using a full color, full 
page bleed illustration. 

The last five mailing pieces, sent 
out at three-week intervals, were 
alike in design and layout. Each 
came in a numbered jacket. Each 
had the slogan “Alcoa in the service 
of Peace” on the first page, in blind 
embossing. Each carried a_ brief 
statement on the front cover signed 
by a member of Alcoa management. 
Number 2 was signed by Mr. Litch- 
field, while the others, in order, car- 
ried the signatures of Theodore W. 
Bossert, Vice President and Chair- 
man of the Research and Develop- 
ment Committee; Frederick J. Close, 
Vice President and General Sales 
Manager: Frank L. Magee, Chair- 
man of the Board; William C. Wood- 
ward, Defense Industry Manager. 


> The effect of the campaign is diffi- 
cult to measure, since no specific re- 
action was expected. Alcoa reported 
that the reaction to these mailings 
was extremely enthusiastic, with 
particular respect to the executive 
statements and essays. The signif- 
icant thing, the company believes, is 
that there was general interest in 
and approval of a corporation’s de- 
sire to express itself on matters of 
deep national concern, above and 
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apart from usual commercial inter- 
ests. 

The campaign, which was entered 
in the $25,000 to $49,999 range, was 
under the general direction of Gor- 
man R. Armstrong, Alcoa literature 
coordinator. The pieces were pre- 


THE SILVER MAILBOX WINNER 


The second award was given to a 
campaign designed to document and 
dramatize the growing importance 
of the early teen market, those girls 
from 10 to 16, the readers of Amer- 
ican Girl, published by the Girl 
Scouts of America. It was directed 
towards potential advertisers in the 
magazine, a list of approximately 
1,800 people interested in the sub- 
teen apparel market. 

The theme of the entire campaign 
was the catchy slogan, “Girls Are 
Growing Older, Younger All the 
Time!” The material submitted for 
judging was that sent out between 
March and July, 1961, although the 
campaign itself was scheduled to 
continue beyond that point. 


> The first piece in the campaign 
was a booklet, 634x104”, 30 pages, 
using a bright green ink in addition 
to the basic black. The list was made 
up of advertising agency people, the 
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GIRLS ARE 
GROWING 


THE TIME! 


pared by John L. Hallstrom, Ivy 
Associates, Pottstown, Pa., with the 
graphic design by Raymond A. Bal- 
linger, Philadelphia. Edward Stern 
& Co., Philadelphia, printed the 
pieces, which were mailed by Ad- 
vertisers Associates, Pittsburgh. 


American Girl 


fiber and fabric industry, retailers 
and manufacturers of products for 
the growing and rapidly maturing 
young lady. 

Typical of the treatment is the 
copy on the first page, which reads: 
“They grow up fast They’re 
grown up presto! They come 
into their teen-age own when they 
turn tenteen and eleventeen and 
twelveteen. It’s sophisticated thir- 
teen before it’s sweet sixteen be- 
cause it’s wedding bells at seven- 
teen, eighteen and nineteen.” 

The book continues in the same 
vein, with interesting, candid shots 
of growing girls, illustrating such 
statements as “They buy their first 
lipstick younger.” 

The booklet ends up with quota- 
tions from surveys about the sub- 
teen market, and from such mer- 
chandising authorities as Charles 
Revson of Revlon and Mrs. Ida 
Rosenthal of Maidenform. 
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... ARE THE PRINTING 
RESULTS ON 
MEAD PRINTFLEX 
ENAMEL! 


This is ademonstration of MEAD PRINTFLEX 
LETTERPRESS ENAMEL, a top quality coated 
grade with an exceptionally smooth sur- 
face and high brightness. Superior folding 
qualities, too, as its name indicates. It is 
an especially good choice for promotional 
folders, product inserts, brochures and 
similar long press run material where 
costs must be closely controlled. Available 
also in a matching cover grade... Print- 
flex Letterpress Coated Cover... and in 
equivalent grades for lithography (Print- 
flex Offset Enamel and Coated Cover) 
through your local Mead Merchant. Speci- 
fy Mead and choose from the world’s 
broadest line of fine printing papers. 
YOU GET MORE FROM MEAD...the moving 
force in Paper and Packaging. 


x, 


Letterpress on MEAD PRINTFLEX LETTERPRESS ENAMEL, 100 Ib 


Mead Papers, Inc., a subsidiary of The Mead Corporation, Dayton 2, Ohio 





> Part of the campaign consisted of 
ads in Women’s Wear Daily. Each 
of these ads, of which six had al- 
ready been run, used one of the 
photographs from the _ brochure, 
some of the copy, plus additional 
sales talk. To merchandise these ads, 
each was turned into a direct mail 
piece sent to the same list. A re- 
print of a single ad was wrapped in 
a piece of colored construction pa- 
per, cut to size, and folded to make 
a self-mailer. On one flap of the 
wrapper was a quotation, taken 
from the back of the brochure, and 
the theme slogan was repeated on 
the address side. A harmonizing 
color ink was used, and the mailer 
was sealed with a strip of fluores- 
cent paper. 

Although the ads were all the 
same size, the mailers were folded 
differently, so that three were 11x- 
534” and the other three 11x81”. 


> To gain further impact from the 
campaign, a special kit was prepared 
for trade and consumer press repre- 
sentatives, which have resulted in 
two major articles in leading busi- 
ness publications, several short men- 
tions, with others on the way. 

Since the campaign had as its in- 
itial target the back to school sea- 
son, results were not completely in 


* THE SEVEN AGES 
OF CHILDHOOD 


ete 


at the time the entry had to be sub- 
mitted. One indication, however, of 
its effectiveness is that the August 
1961 issue carried the highest ad- 
vertising linage in the history of 
the magazine, showing an 11% in- 
crease over the previous year. 
The campaign, entered in the 


$5,000 to $9,999 category, was sub- 
mitted by Florence Brooks, promo- 
tion director of American Girl. 
Credits for the campaign are given 
to Business Letter Service and 
Lindenmeyr, Schlosser Co., both 
New York and Majestic Press, Phil- 
adelphia. 


BRONZE MAILBOX WINNER Professional Photographers of America 


This was a campaign designed to 
build up once again the practice of 
getting professional portraits made. 
According to some professionals, es- 
pecially Paul Linwood Gittings, a 
director of PPA, who acted as key 
figure to get this campaign under 
way, there had been a gradual but 
certain deterioration of the portrait 
image in the minds of the buying 
public. 

In order to counteract this, the 
association put together a direct 
mail program that could be used by 
the average studio photographer, a 
small operator usually lacking sound 
business procedures, knowing little 
about advertising and rarely able to 
afford professional help. 

The association considered a na- 
tional advertising campaign, but it 
soon became clear that its funds 


‘ Keep Your Baby 


Foreve 


were too limited to do the job that 
was needed. It decided to invest its 
funds in preparing a direct mail 
campaign which its 3,000 studio 
members could use, paying the run- 
ning costs of the program. 


>» While the campaign is planned to 
continue in a six-year period, only 
the first phase, the 7 Ages of Child- 
hood, was considered as an entry. 
This will be followed by a series on 
the 7 Ages of Man and another on 
the 7 Ages of Woman. 

Each member studio buys an en- 
tire package, for which he is charged 
$200. This covers the cost of send- 
ing the series to a list, which the 
studio prepares, of 250 prospects. All 
the studio does is supply the list and 
pay the bill; the entire mailing op- 
eration is then handled by the Mil- 
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~ PLANNING 
and CREATING 


BETTER 
DIRECT MAIL 


By JOHN D. YECK, Graphic Service and 
Yeck & Yeck, Dayton, Ohio; and 
JOHN T. MAGUIRE, Assoc. Prof. of 

Business English, Univ. of Ill. 


387 pages, 6 x 9, $6.95 


How te plan, create, and use direct mail to 
do a better all-around selling job. Here's 
a book that shows you how to put fresh 
selling power in your direct mail, how 
te score greater results. In this shirt-sleeve 
guide to direct mail, you'll find new, usable 
ideas, and a wider perspective on how to 
promete any business more successfully 
through the mails. The book describes ef- 
fective direct mail and the methods of 
increasing readership. It treats copy, copy 
stvles, theme, formats, reproduction meth- 
ods, envelopes, postage, and “idea mailings”. 
You get valuable help on lists (and on how 
te keep them up te date), market research, 
just what jobs letters can do, and more. 
Described as an “assistant salesman”, direct 
mail can sell, get response advertising, and 
even solicit funds. The book is packed with 
illustrations on copy. examples of creative 
materials, and checklists and examples of 
how successful, specific jobs have been 


handled. 


MERCHANDISING FOR TOMORROW 


Just Out. An analysis of pioneering market- 
ing trends and a quick-reference collection 
ef 500 tested and adaptable plans and 
ideas. Covers selling, promotion, and adver- 
tising. By E. B. Weiss, Doyle Dane Bernbach, 
Inc. 272 pp., $7.50. 


VISUAL PERSUASION 
The Effect of Pictures on the Subconscious 


Just Out. This brilliant study of communica- 
tien introduces the concept that much of 
persuasion can be accomplished with pic- 
tures. By Stephen Baker, Vice-Pres. in 
Charce of Special Projects, Cunningham & 
Walsh. 260 pp., over 350 illus., $13.50. 


HOW TO INCREASE SALES 
WITH LETTERS 


Just Out. In this practical guide, a leading 
direct-mail specialist describes and _ illus- 
trates ways a good letter can help you in- 
crease sales. By E. A. Buckley, The Earle A. 
Buckley Organization. 180 pp., illus., 35.00. 


SALES PLANNING AND CONTROL 


Just Out. Here's a comprehensive market- 
ing guide that shows you how to measure 
and control territory sales, reduce market- 
ing costs, and increase sales through plan- 
ning. By Richard D. Crisp. 402 pp., 18 
illus., $8.50. 


SEE THESE BOOKS 10 DAYS FREE — 
McGraw-Hill Book Co., Dept. ASP-11 
327 W. 41st St., New York 36, N.Y. 
Send me book(s heck belov 1 
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Fer price and terms outside U.S. 
write McGraw-Hill Inti., N. ¥Y. C. 36 ASP-11 
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waukee headquarters of the associa- 
tion. 


> The first piece in the series is a 
personalized letter signed by the 
president of PPA. It is on the asso- 
ciation letterhead, sent out first 
class, and explains that the recipient 
will soon get a booklet on what ex- 
perts have to say about the cutest 
and best ages to take portraits of 
children. This, it says, will be a gift 
from your local photographer, a 
member of a fine professional asso- 
ciation, leaders in photography. 

Fifteen days later, the booklet is 
mailed. In full color, 534x814”, the 
12-page piece is entitled “The Seven 
Ages of Childhood,” and bears the 
local studio’s imprint, which also ap- 
pears on the plain white envelope. 
Using color photographs of children, 
it explains why 6 months, one year, 
two, four, seven, twelve and sixteen 
years are the most effective times to 
capture on film the growing child. 
Designed by the association, the 
booklet was produced by Eastman 
Kodak. 

Fifteen days after this, a copy of 
the list is returned to the studio for 
telephone follow-up, which is con- 
sidered a very important step in the 
campaign. The campaign kit in- 
cludes several solicitations which 
might be used. 


> The first in a series of full-color 
postcards was sent out 45 days after 
the brochure. These postcards are 
9x6” and each reproduces one of the 
same pictures which were used in the 
brochure, but larger and on glossy 
stock. This first postcard carries a 
Form 3547 request, so that any 
needed change can be made on the 
five subsequent mailings. 

The other postcards go out at 90- 
day intervals, stepping up through 
the seven ages, and all, of course, 
were imprinted with the sponsoring 
studio. 


> In less than a year since the pro- 
gram was announced to the mem- 
bers of the association, 430 studios 
have subscribed to the basic pack- 
age, and more are joining each 
month. 

With each piece having been pro- 
duced in a run of 30,000, the total 
budget is given as more than $50,- 
000. Goodwin, Dannenbaum, Litt- 
man & Wingfield, Houston ad agency, 
developed the program, using 
photography by Gittings Studio and 
printing by Interstate Printing Co., 
both of Houston. The campaign was 
entered by Fred Quellmalz, execu- 
tive manager of the Professional 
Photographers of America, 44 


8 X 10 
GLOSSY PHOTOS 


AS LOW AS 
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@ | DAY SERVICE 
@ POSTAGE PAID 
@ TOP QUALITY 
@ SATISFACTION GUARANTEED 


PRICE LIST 


1000 $70.00 
500 40.00 
100 10.00 

50 6.50 
25 4.00 


COPY NEGATIVE $1.50 
SEND FOR FREE S AMPLES) 


MIDWEST PHOTO CO. 
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WE PRODUCE 
FILMSTRIPS ?... 
AND SPECIALIZE 


IN THE COMPLETE PACKAGE. 
= 
write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
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on a Dime 


A cup of coffee costs a dime, and the 10c 
bargain was the theme of this successful 


direct mail campaign. 


By Walter Belinky 
Marketing Vice President 
Continental Coffee Co. 
Chicago 


A few years ago something of a 
revolution occurred in the rapidly 
growing vending industry. This was 
the advent of the fresh brew coffee 
machine . . . a machine that, at the 
drop of a dime, produced a cup of 
freshly brewed coffee equal to the 
best coffee that could be brewed at 
home or in the nation’s finest res- 
taurants. 

Our company saw in these first 
fresh brew machines the opening of 
a large potential market. We set a 
program in motion to capture this 
market. 


>» First, we expanded our Research 
Three Kinds of Dimes . . These are 
three of the pieces used in the cam- 
paign. On top is the accordion-folded 
string of dimes; in the center, the gold- 
foil covered dime in its plastic box; to 
the left, the diamond-studded dime 


and Development Department and 
gave it a top priority assignment 
... the development of a fresh brew 
coffee comparable in quality to the 
full-flavored restaurant and _ hotel 
blend which has been our trade- 
mark for 45 years. Months of re- 
search were spent before any Con- 
tinental fresh brew blend was pre- 
sented to the machine manufacturers 
for actual location tests. Only when 
these tests proved successful was 
the approved blend placed on the 
market. 

Now that we had the desired 
product, the next step was to estab- 
lish our position as a supplier in 
what was substantially a new mar- 
ket for us. 

Since selling to vendors requires 
a specialized knowledge, we set up 
an autonomous vending sales de- 
partment and trained salesmen ex- 
clusively for vending sales. Men 
were brought from our various 
branches throughout the country to 
Chicago to learn some of the tech- 
nical aspects of vending machines 
as well as the differences in the 
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Reasons 
= Why 
cmente Du-Plex Onvelopes 
Are Best 
By Popular Choice 


Write For 
Samples Today! 


DU-PLEX 


ONVELOPE CORPORATION 


3026 Franklin Bivd., Chicago 12, lil. 


FOR 


“PERSUASION BY MAIL” 
CAMPAIGNS 


1,000,000 
AMERICAN HIGHBROWS 
and MIDDLEBROWS 
AT THEIR HOME ADDRESS 


We have compiled and keep up-to-date a 
national listings of a minimum of one 
million individuals who reside in or near 
a city which supports a Symphony Or- 
chestra and/or an Art Museum and where 
member firms of the New York Stock Ex- 
change have either a main or branch 
office. 


On short notice, several million more 
names can be added to the list selected 
from the cities where we maintain a file. 


“High Brow — Middle Brow" visualizes 
their intellectual calibre and cultural in- 
terests. As to their social status, they are 
members of the “Upper-Upper,” ‘‘Lower- 
Upper" and “Upper-Middle Class.” 


For descriptive literature and analysis of 
this list and similar listings, write us on 
your business letterhead. 


WALTER DREY, INC. 


Brokerage * Compilations * Research 
257 Park Ave. South, New York 10, N. Y 
333 N. Michigan Avenue, Chicago 1, Ill. 
Member—Nat’!. Council Mailing List Brokers 
Mailing List Consultants 
National Sales Representatives 
Occupant Mailing Lists of America 


* BOGE ~- November 1961 





Accompanying Ads . 


. . Accompanying each mailing was a reprint of an ad used in the 


business press. These reprints were also used as separate mailings. 


sales approach. We soon learned 
that selling a vending operator with 
thousands of machines was quite a 
different proposition than selling a 
single unit restaurant, hospital, ho- 
tel or school. 

The next step in establishing our 
place as an important supplier to 
the vending industry was a coordi- 
nated print advertising and direct 
mail campaign developed in con- 
junction with Herbert Baker Ad- 
vertising Inc., Chicago. 


> Together, we approached the prob- 
lem in depth. We came to the con- 
clusion that it was necessary to up- 
grade not only our product but the 
total image of the vending industry. 
The industry had begun to emerge 
as a vital merchandising force. From 
diverse beginnings, it had become 
big business. The vendors, in evalu- 
ating their industry, had begun to 
realize they were adding an entirely 
new dimension to our traditional 
channels of distribution. 

Therefore it seemed reasonable to 
embark on a campaign to dignify, 
glorify and enhance the industry by 
singling out its most important sym- 
bolic element . . . the dime. While all 
advertising has as its ultimate aim 
the selling of products, we made 
new business a secondary consid- 
eration. Our primary objective was 
to project an upgraded image of 
automatic merchandising as an 
emerging industry of which we were 
a part. 


> It was decided to embark on a 
simultaneous business magazine ad- 
vertising and direct mail program 
The program was built around the 
key element of vending . . . the 
dime. 

A series of mailing pieces was 
sent, not only to our customers and 
prospects, but to machine manufac- 
turers, bankers, and other business 


executives. Each mailing piece was 
a variation upon the theme of the 
dime. 


e The first, for example, was a 
36x46” broadside printed on black 
paper stock. It carried a picture of 
a huge dime and the copy read: “A 
Dime This Size Couldn’t Buy a 
Better Cup of Coffee.” The broadside 
was folded down to fit into a 9x12” 
gift box. Also included was a busi- 
ness reply card offering vendors free 
coffee for one machine for one day. 
It was felt that such a gift box would 
be noticed . . . and it was. 

Simultaneously with the mailing, 
a campaign of ours on the same 
theme broke in two publications 
serving the vending industry, Vend 
and American Automatic Merchan- 
diser. 


e Those on the mailing list received 
another gift from Continental three 
weeks later: a “golden dime.” A 
342x416” mailing box contained a 
small plastic box with a gold foil 
covered real dime inside. An ad 
proof told the story: “A 24 Karat, 
Solid Gold Dime Couldn’t Buy a 
Better Cup of Coffee ... and You 
Couldn’t Vend a Better Cup of Cof- 
fee than Continental.” A business 
reply card was included. The idea 
of wrapping a dime tightly in gold 
foil so that the imprint was unmis- 
takable was a simple one which, 
while it may not have been worth 
its weight in that precious metal, 
certainly made a most effective 
mailing piece. The business maga- 
zine ad again ran simultaneously 
with the mailing. Incidentally, a 
special mailing label was developed 
for the vending division and first 
used in this mailing. The design em- 
ployed the regular circular Conti- 
nental logo superimposed on a dime. 


@® Where can you go from gold? 
Well, it was decided to upgrade the 
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“here are the apples, you bake the pre” 


“Mad” Avenue’'s phraseology for putting the finishing touches to a 
bright new brainstorm. Direct it toward the purchasing of 

paper and the job you've so carefully planned will more than live up to 
expectations. Yes, the end result depends on the paper... 


make sure your selection achieves dramatic and powerful effect. 


“Bake a better pre” with Fraser printing papers... 


SNOWLAND BOND, MIMEO AND DUPLICATOR, FRA-OPAQUE 


FRASER PAPER, LIMITED 


SALES OFFICES: NEW YORK, CHICAGO 8 MILLS: MADAWASKA, MAINE 
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“At Bon Ami, A&SP is as valuable 
as an additional man...” 


says JOHN J. SHAW 
Vice-President / Marketing 


The Bon Ami Company, Inc 


Mr. Shaw and The Bon Ami Company are 
typical of the advertising-sales promotion pro- 
fessionals and important buyers of advertising 
products and services you reach in the pages 
of Advertising & Sales Promotion. 


Manufacturer of household products and clean- 
ing aids, the 75-year-old Bon Ami concern 
operates eight U.S. factories and uses 70 brokers 
to distribute its products to grocery outlets. In 
addition to a $1,000,000 budget for space and 
broadcast advertising, the company allocates 
$100,000 annually for a diversified promotion 
program designed not only to enhance con- 
sumer sales but also to inform and stimulate 
brokers and retailers. The program includes 
printed materials such as brochures, shelf talk- 
ers, and point-of-purchase posters, as well as 
prizes for brokers’ sales contests, dealer-load 
premiums to encourage display activity in 
stores and self-liquidating consumer premiums. 


Mr. Shaw joined Bon Ami as sales promotion 
manager in 1956, coming from a six-year stint 
in a similar position at Durkee Famous Foods. 
He was advanced to the post of advertising 
manager the following year and named vice- 
president for marketing early in 1959. 


Si Advertising & 
#8 Sales Promotion 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
630 THIRD AVENUE + NEW YORK 17, NEW YORK 
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“We double in brass in our department—handling advertising, merchandising 
and promotion activities. As a consequence we lean heavily on proven, produc- 
tive sources of basic information. Advertising & Sales Promotion has thus 
become a very important adjunct to our entire staff.” 


“However, A&SP is not merely a 
source—it is a decided resource, 
because we frequently find ideas 
that with modification can success- 
fully be applied to such Bon Ami pro- 
motion interests as premiums, labels 
and point-of-purchase materials.” 


“Competition for our reading time, and 
that of all executives, is constantly in- 
creasing. However, we make it a prac- 
tice, whenever we run across an item 
of broad interest in A&SP, to make a 
note of it and circulate the copy to 
other promotion-buying personnel.” 





dime another notch with the third 
mailing. This was an_ elongated 
greeting card. A dime was attached 
to the card and the area around it 
was given a sparkling treatment. 
The message? You guessed it: “A 
Diamond Studded Dime Couldn’t 
Buy a Better Cup of Coffee.” The 
diamond theme was carried through 
in business magazine ads. 


e Having scaled the heights with 
gold and diamonds, the next ap- 
proach was multiplying the dimes. 
A “paperdoll” diecut unfolded into 
a string of dimes which “you 
couldn’t buy a better cup of coffee” 
than. Again the reply card was en- 
closed and an ad on the theme 
placed in Vend and Automatic Mer- 
chandiser. 


e The final mailing in the series 
was a heavy paper diecut ad in gold 
that appeared in two business books 
as well as Inplant Food Manage- 
ment. 

The ad itself was sent to the 
mailing list. It was a two-sided 
piece featuring a hand holding a 
detachable reply card, once again 
offering, free of charge, enough cof- 
fee for a single vending machine for 
a day. One side was headed “Take 
It From Us,” the reverse “We have 
To Hand It To You” for trying Con- 
tinental vending coffee. This piece, 
in appearing in three publications as 
well as being sent to the broad 
mailing list, reached a total circu- 
lation of 75,000, the largest exposure 
of the series. Reply cards are keyed 
numerically, and by publication and 
mailing so that comparative results 
can be determined. 


> Then for maximum impact, we 
decided to repeat the series of direct 
mail pieces. Mailings will go to the 
same list, now expanded to include 
new customers and prospects. Many 
of these new prospects have been 
unearthed by the campaign itself 
although at this writing it has been 
in effect a little less than a year. 

From our point of view, the cam- 
paign has more than paid for itself. 
While the busiest restaurant can 
use only so much coffee, in the 
vending industry, one satisfied cus- 
tomer can mean hundreds of coffee 
machines in hundreds of locations, 
literally thousands of cups of coffee 
daily. 

For your information, we have 
found that the appeal of “free,” in 
our free coffee offer is as strong as 
ever. Continental vending salesmen 
were sent scurrying to replying 
operators all over the country. 


> Another important side result 


attention value comes built-in with 


Have a 


Pepsi 


BUSCH. 
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TEL-A-SIGN.. 


3401 WEST 47TH CHICAGO 32, ILLINOIS 
Sales Offices in Principal Cities 


VISIT P.O.P.A.1. BOOTHS 600-602-604 
HOSPITALITY SUITE: PALMER HOUSE 


TEL-A-SIGN 


CREATIVITY 
in DESIGN 


EXCELLENCE 
in ENGINEERING 


QUALITY 
in PRODUCTION 


SIMPLICITY 
in MAINTENANCE 


Our huge 
manufacturing & 
service facilities 
can meet your 
most demanding 
deadlines 


INDOOR & OUTDOOR ILLUMINATED PLASTIC SIGNS & DISPLAYS 
A AN A EL LEE LSA TS LES BLE EIEN REE AE TES Se IC fA ES CR IE RANA 


Good Setting for Any Ad! 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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which none of us had foreseen has 
proven to be very gratifying. This 
is the demand for the materials 
themselves by vending operators. 
These pieces proved so eye-catching 
and to tell the story of superlative 
coffee from vending machines so 
well, that many operators have seen 
in them a valuable sales tool for 
their own use. In calling upon or 
writing location personnel, they are 
using a supplier’s sales piece to sell 
their own coffee service. Needless to 
say, we feel that an operator who 
uses Continental Coffee sales mate- 
rial in his own sales program is 
likely to use Continental Coffee in 
his machines. 44 


New Promotion Medium 
Seen in Ad Checks 


A new counter check, that bears 
an advertisement on a receipt that 
is delivered automatically, is being 
marketed by Graphic National Inc., 
Portland, Ore. 

Patented under the name “Dupli- 
Chek,” the checks are folded in 
such a way as to deliver an auto- 
matic receipt to the person cashing 
it. As the check is written the per- 
tinent information — date, payee, 
and amount —is transferred to the 
receipt which is larger than the 
check. This part, which is detached 
form the check itself, carries an 
advertisement below the check in- 
formation with room for copy and 
art. 

The checks are available with 
layout, color and copy according to 
the advertiser’s requirements. 

Additional information is avail- 


able. 


. for more details circle 1114, page 129. 


Perforated Roll Labels 
Introduced by Nevacurl 


The availability of perforated lab- 
els in rolls has been announced asa 
“first”? by Nevacurl Label Co., 
Brooklyn. 

The labels combine three fea- 
tures: 


1. Pin hole perforations for register 
at exact 1” spacing 


2. Cheshire punch % hole at exact 
1” spacing 


3. Positively flat position of dry 
gummed paper. 


A machine has been developed 
for the production of these labels 
and they can be used on Speedau- 
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How Long Will An Offer Pull? 


The question in the headline 
above is one of the maddening var- 
iables in the direct mail field. As 
soon as a leader in the field settles 
it (once and for all) another comes 
along with proof that refutes the 
first figures. 

A Cleveland dentist who recently 
took C. B. Fleet Co. up on its offer 
of a free sample of Fleet’s Phos- 
pho-Soda is the most recent exam- 
ple of this. 

The sample request-reply card he 
sent to Fleet arrived on the 10th 
anniversary of the mailing. 


mat, Addressograph, Elliot, Scripto- 
matic and Pollard-Alling addressing 
machine. The paper can be hand- 
fed at 4,000 per hour or typewriter 
addressed, since the pin holes act as 
a register guide. 

For complete information and 
samples, contact Nevacurl Label 
Co., 756 Fourth Av., Brooklyn 32. 44 


Show Biz in Direct Mail 
Cataloged for Reference 


A variety of styles in business 
cards, letter forms, envelopes and 
mailing gimmicks is shown in an 
illustrated catalog released by the 
Relief Printing Corp., Boston. 

Titled “Sales Stimulator,” the 
catalog gives complete details on 
Relief-a-Graved letterheads, special 
designs in business cards, desk cal- 
endars, announcement cards, and 
the “Poor Richard” note format 
which holds the salesman’s personal 
business card. 

Also included in the catalog are 
several styles of Christmas and holi- 
day cards, holiday business cards 
and a selection of specialty items. 

Copies of the catalog are avail- 
able. 


- for more details circle 1115, page 129. 


Scriptomatic Announces 
New Rental Plan 


A new and complete rental plan 
applicable to the company’s full line 
of equipment has been announced 
by Scriptomatic Inc. 

The Scriptomatic system is built 
around the use of data processing 
cards as addressing masters, provid- 
ing flexibility and low cost for all 
addressing needs. Typical units in 
the system include: 


® Model 10. . . designed to provide 


In checking back the company 
found that between June and July 
of 1950, C. B. Fleet mailed out 
mail circulars to | 
i 
i 
i 
| 


207,131 direct 
physicians and dentists on Phos- 
pho-Soda. 
The mailing pulled 22,434 re- 
turns; a total pleasantly exceeding 
the expected percentage. The Cleve- 
land dentist, as ‘“sample-request 
#22,435” received his free Phos- 
pho-Soda. 
If there’s a moral here, it might 
be that adding up the returns too 
soon makes for extra bookkeeping. 
sie 
flexibility for handling lists of from 
5,000 to 500,000. It can be fitted with 
tape lister, automatic stacker, etc. 


® Model 101-S . . . a high-speed ad- 
dresser with built-in data processing 
control permitting automatic selec- 
tion for a combination of variables. 


© Model 301 .. . designed to handle 
large lists at high speed. It prints 
addresses on tape labels at 40,000 


per hour directly from punched 
cards. 


Rental costs in the new plan vary 
from $120 per month for Model 10 to 
$375 per month for Model 301. Model 
101-S, with suction feeder, is $220 
per month. Master card writers and 
other auxiliary equipment are also 
available under the Scriptomatic 
rental plan. 

Complete details can be obtained 
from Scriptomatic Inc., 1105 Vine, 
Philadelphia 7. 44 


New Hi-Craft Price List 
Contains Special Features 


A booklet giving prices and gen- 
eral information on the ordering of 
envelopes has been released by Hi- 
Craft Envelope Co., New York. 

Several special features are in- 
corporated into this booklet, includ- 
ing: 


e A plastic cover to keep the book- 
let in good condition throughout 
constant use; 


© A chart of freight charges show- 
ing the rates pertaining to each state 
by zone number; 


© A general information section on 
buying and shipping. 

Copies are available. 

+ + « for more details circle 1116, page 129. 





Print on it—wash it—stitch it— 
staple it— grommet it—fold it —glue it! That’s TEXOPRINT! 


Texoprint plastic printing paper is perfect for maps, charts, children’s 
books, cookbooks, outdoor posters and the like. It gives matchless 
color reproduction, yet it is extremely flexible and tear-resistant with a 
moisture-proof surface that’s impervious to grease, oil and chemicals. 
Comes clean with one swipe of a damp cloth! 


Free film—16mm color sound film, “This is Texoprint.” Swinging jazz 
background. Write for details to: Kimberly-Clark Corp., Neenah, Wis. 
(Indicate preference for showing date, listing at least 1 alternate.) 


New booklet—‘‘Exploring Texoprint’’ now available free. Write for copy. 


<9 Kimberly Clark 


v 


Feel this page! This is Texoprint'—with the feel of fine leather! 
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Fluorescent Materials 


Not new, these brilliantly-glowing pigments are finding 
new uses as they improve in texture and in permanence and as 
designers learn the esthetics of handling them well. 


By Ed Sachs 
A&SP Associate Editor 


This could be the year for the 
widest possible use of fluorescent 
colors by advertising and sales pro- 
motion people or, to paraphrase 
Winston Churchill, this could be the 
fluorescent industry’s brightest hour. 

There are several reasons for this 
optimism. There has been a techni- 
cal improvement in the pigments 
indicating they could be used to a 
greater degree by more elements of 
the graphic arts industry. One of 
the nation’s largest soap manufac- 
turers jumped into the use of flu- 
orescents, an endorsement of major 
importance to the fluorescent people. 
And finally, the public is seeing 
more and more fluorescent in such 
varied uses as children’s toys, on 
traffic markers and by the aviation 
industry. This greater use makes 
them more receptive to the fluores- 
cents and helps convince more sales 
promotion and advertising people of 
the wisdom of using them. Or, at 
least, that is the thinking among the 
three firms which manufacture the 
basic fluorescent pigments. 

These are Lawter Chemicals Inc., 
Chicago; Radiant Color Co., Oak- 
land, Cal.; and Switzer Bros. Inc., 
Cleveland. Each has its own trade- 
mark for its products. Lawter uses 
Hi-Viz; Radiant, Velva-Glo and 
Switzer, Day-Glo. 


> The technical breakthrough that 
has made the greater use of fluores- 
cents seem so probable involves the 
new-found ability to grind the flu- 
orescent pigments to a finer degree 


than ever before. Until this develop- 
ment, the relative coarseness of 
fluorescent pigment had complicated 
ink manufacture. 

It had also complicated use. Flu- 
orescent inks had the reputation 
among many graphic arts people of 
being fugitive, or tending to fade too 
quickly. In the packaging industry, 
for example, box makers found that 
wear on lithoplates from abrasive 
pigments was a major complaint. In 
fact, silkscreen was considered the 
only truly satisfactory method for 
laying down sufficient ink film in a 
single pass through the press. 

The new pigments, almost as fine 
as a woman’s face powder, enable 
the members of the big three of 
fluorescent materials to make very 
strong claims for their products. 


> Lawter says its new products made 
it possible to adapt fluorescent col- 
ors to nearly all kinds of high speed, 
long run printing processes. The 
new pigments could be handled in 
much the same way as conventional 
inks when properly formulated for 
use with the equipment and paper 
involved. And, finally, the new 
product gave inks better transfer 
qualities and non-caking properties. 
Switzer Bros. gave the industry 
a huge boost by selling its products 
for use by Procter & Gamble. Gor- 
don D. Russell, vice president, Swit- 
zer, gave this background on the 
Procter & Gamble development: 
“Fluorescent Tide cartons started 
to appear on the supermarket shelves 
early in 1960. Since then fluorescent 
ink has been used on a special 
Gleem toothpaste carton, several 


other major detergent brands, and 
on two cereal packages. The interest 
in fluorescent inks seems to be 
growing and it is being considered 
for several other well-known fold- 
ing cartons.” 

The decision of Procter & Gamble 
to use fluorescents, and the firm’s 
reported inclination to continue 
using these inks, was the kind of 
endorsement that the bright, bold 
colors wanted and the fluorescent 
people have made sure that mem- 
bers of other competitive industries 
were made aware of the P&G de- 
cision. 

Elmer J. Bryant, partner, Radiant 
Color, evaluates the breakthrough 
this way: “While the bulk of the 
inks made from these pigments has 
been used in packaging by soap 
manufacturers, it is our opinion that 
it will soon branch out into printing 
labels and packages for a wide 
variety of products and also for 
point-of-purchase, publication, di- 
rect mail and temporary outdoor 
advertising.” 


> At this point it might be well to 
explain why the fluorescent colors 
have such brightness. Mr. Bryant 
gives this explanation: 

“In the visible spectrum, color is 
measured in wave lengths ranging 
from the longest, red, through or- 
ange, yellow, green, blue, to the 
shortest, violet. Ordinary color, rel- 
atively impure, reflects only a por- 
tion of visible light; it absorbs the 
shorter wave lengths and dissipates 
them as heat. Fluorescent color, sub- 
stantially pure, reflects not only its 
own color but also converts the 
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for the finest in fluorescence, 


ask for it by name 


®) 
TESTED 


Ve LVA‘GLO 


Your advertising program 
will be an exciting standout 
when you use: 


VELVA-GLO FLUORESCENT 
PIGMENTED PRINTING INKS 
for ad inserts, packages, dis- 
plays. Available for offset, 
rotogravure, letterpress and 
flexography 


VELVA-GLO SILK SCREEN INKS 
for all POP displays, transit 
cards, billboards 


VELVA-GLO PAPERS 

AND CARDBOARDS 

for shelf strips, labels, price 
tags, covers, bottle collars .. 
wherever attracting the eve 
is a “must.” 


VELVA-GLO FABRICS 
for outdoor banners and 
streamers 


VELVA-GLO BULLETIN COLORS 
for signs, price tags, window 
displays, etc. 


Available in 9 colors: Cerise, 
chartreuse, red, orange- 
yellow, orange-red, green, 
orange, pink, and blue. Write 
now for color cards and tech- 
nical bulletins. 


RADIANT 
COLOR COMPANY 


OAKLAND 7, CALIF. 
830 ISABELLA ST. « GL 2-3249 
e 
CHICAGO 10, ILL. 
461 W. ERIE ST. * SU 7-4478 
* 
NEW YORK 1, N. Y. 
249 W. 29th ST. * LA 4-0578 
* 


Manufacturers of fluorescent pigments, paints, 
papers, cardboards, inks, fabrics, plastics 
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shorter wave lengths into radiant 
energy, and this radiant energy lit- 
erally multiplies the brilliance of 
the color so that it fluoresces with 
blazing force.” 

It was this “blazing force” that 
gave the industry its third big boost. 
The Navy, Army and Air Force have 
used fluorescent color — reds, or- 
anges and yellows — on a wide 
variety of equipment before and 
during World War II. However, 
since the end of that war, military 
(and civilian) use of it on aircraft 
has greatly increased. According to 
James F. Hall Jr., manager market 
development, Lawter Chemicals, 
since this program of identifying 
aircraft with fluorescent paints be- 
gan, more than 500,000 gallons have 
been applied, and military spokes- 
men have been quick to say that 
the use of fluoresecent paint on air- 
craft is the factor in reducing col- 
lisions in Air Training Command. 

Wayne Thomis, aviation editor, 
The Chicago Tribune, put it this 
way in an article he wrote for Fly- 
ing: 

“From an esthetic viewpoint, the 
new color combinations found on a 
great many military airplanes and 
on a growing number of private, 
business and training aircraft, can- 
not be defended. But since their pur- 
pose is safety, not beauty, and since 
they have achieved an entirely new 
level of ‘see-ability’ that helps in 
preventing mid-air collisions, their 
acceptance is generally enthusiastic. 

“It is apparent that these now 
long-lived fluorescents are of great 
safety importance and soon may be 
the subject of civil aviation regula- 
tions.” 

Mr. Thomis’ view that it soon may 
be a regulation that an airplane 
must have fluorescent markings (a 
view that is rather widely held) has 
of course delighted the fluorescent 
people and they have _ instructed 
their sales forces to spread the gos- 


Coming Next Month! 


pel. . . 500,000 gallons of paint can’t 
be wrong, that during a six-month 
test period the Air Training Com- 
mand has reported that no plane 
painted with fluorescents was in- 
volved in a collision within this 
command and two planes not so 
painted were involved in air-to-air 
mishaps. So this proves that fluores- 
cents can do a job of attention- 
getting for your product; . .. and 
yet the sales forces have still en- 
countered some major 


blocks. 


stumbling 


> There still remain two very strong 
objections to the widespread use of 
fluorescents. One is this esthetic 
complaint. Fluorescents have not 
always been things of beauty and it 
can be questioned whether they 
have always been in good taste. 
Two: many people affiliated with 
the packaging industry point out 


* that the extra impact that fluores- 


cents can give is lost when too many 
packages use it, especially when 
many of these packages are in com- 
petition for the same consumer dol- 
lar. 

Faber Birren, the color authority, 
gave A&SP his evaluation of flu- 
orescents and it was far from the 
enthusiasm that you find among the 
people who sell them. 

He pointed out that in some uses, 
swimsuits and children’s socks, the 
fluorescents had been a complete 
failure. He said that in packaging 
and printing “there has been a ten- 
dency to smack you in the face with 
it.” 

He had objections to packages 
covered with fluorescent inks for 
these reasons: “The housewife sees 
the package in a supermarket, buys 
the package, and puts it on the shelf. 
She develops quite a resistance to it 
because it gets on her nerves. It’s 
like someone yelling at you. To 
attract the eye does not necessarily 


APPOINTMENT CALENDARS 


And in the months to come: 
Postace STAMPS 


CaTALoc BINDERS 


Exuisir Movinc Services 


P.O.P. ProjJectTors 
OrrFice Copiers 


BAL. Point PENs 


Suppliers in these fields are invited to send in 
catalogs and other promotional material 





. to take the same basic tools available to all 
lithographers and use them to better advantage. By 
improvisation if necessary, to achieve an end that 
others might consider impossible or at least “‘too much 
trouble.’”, To‘pioneer, if you will, in techniques and 
methods resulting in something a little bit finer, a 
little more quickly, and yet economically. To make a 
routine job a good job or.a good job a fine one or an 
impossible problem possible. Sound like a lot of words? 
We at Rayner welcome challenge—we use imagination— 
we’re not adverse to improvisation to achieve a better 
effect. We do not promise what cannot be delivered 
and, conversely, deliver what we promise—in quality, 
time, and cost. 

This we can do for you! 


RAYNER LITHOGRAPHING COMPANY 


2801 WEST 47TH STREET, CHICAGO 32, ILLINOIS * TELEPHONE: CLiffside 4-7272 


OVER 55 YEARS OF OUTSTANDING SERVICE 





Fasson Leads The Way 


St. Johnsbury 
Wins “Fleet Owner” Award 
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Screened by Tadco Mfg. Co., Gloucester, Mass. 


And Saves *100 Per Truck 
With FasCal Markings 


The St. Johnsbury truck fleet has just won Fleet Owner magazine’s 1961 

Color Award for the nation’s best-looking trucks. This giant, 400-unit 

fleet used Fasson’s self-adhesive FasCal Vinyl . . . and saved $75 to $125 

St. per truck. St. Johnsbury reports their FasCal markings have performed 

Johnsbury perfectly for over a year under all road conditions at temperatures from 
—20°F to 95°F. 


The market for self-adhesive truck markings is huge. . . profitable... 
and open to printers and silk screeners alike. Write today for information 
on how Fasson will help you get your share of this wide-open field. 
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Help Your Customers 
With Ideas Like This “Dress 
the Salesman” Contest 


Ford dealers all over the country swept their lots clean 
of used cars with this unique contest. Dealers posted a 
comical sign for each salesman. Every time a truck was 
sold, an article of self-adhesive “clothing,” that was 
offset printed and face-cut on Fasson Vellum, was 
added. Results were terrific. 


You'll get over a dozen helpful and profitable ideas in 
every issue of Fasson Facts, our bi-monthly magazine 
of self-adhesive ideas. Write in today and ask to be put 
on our regular mailing list. 


Printer’s Sales Go Up As 
College Stickers 
Go Self-Adhesive 


The printer of these college and high school stickers 
reports that his sales went up immediately when he 
began using Fasson High Gloss self-adhesive stock. 
The reasons are simple: self-adhesives are more con- 
venient to use and they hold better. Here is another 
case showing that people prefer self-adhesives. Send 
for full information on how you can increase your sales 
with Fasson self-adhesives. 


® 


Dept. A 


Business 


Just Out... 


Fasson Dec.-a-tex Offers New 
Market Opportunities 


Many graphic arts firms will recognize Fasson’s new 
Dec:a-tex as an unusual opportunity to increase sales 
and actually expand their market. Dec:a:tex is an excit- 
ing trim material that has all the beauty of the world’s 
finest leathers, provides amazing durability, permits 
cost-saving self-adhesive application, can be printed, 
screened, stamped, embossed or die-cut, and only costs 
a fraction as much as other decorative materials of 
comparable appearance. 


Dec:a:tex is brand new, so your opportunity is unlim- 
ited. Get full information on Dec:a:tex. Write to us, or 
call your local Fasson salesman. 


Fasson Products 


An Avery Company 
¢ 250 Chester Street ¢ Painesville, Ohio 


Makers of self-adhesive papers °¢ foils « films * for converters 
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Get the latest source and market- 
ing kit from one of the leading 
raw materials suppliers to the 
fluorescent color industry — 
Lawter Chemicals, Inc., man- 
ufacturers of HI-VIZ* Fluores- 
cent Pigment. Included is the 
only illustrated, comprehensive 
brochure on virtually all markets 
for fluorescent color. Indicate 
your area of interest and mail 
coupon today! 


ee 


t Please send me specific source and use ? 
i information on the following fluores- 
cent color applications: 


Printing Inks 

Offset © Coated Paper 
Letterpress Crayons 
Water Colors 
Paint 


CO) Plastics Oo 


Gravure 
Flexographic 
Screen Process (() Coated Fabrics C1 


Name___ 


| = 


Brim as cticsicnstnastinicsenetibaanctbinsitnteenntainiadesiahetanisitiaaa 








B acaress sas 


i 


; LAWTER CHEMICALS, INC. : 


: Dept. AP—3550 Touhy Avenue i 
t Chicago 45, Illinois 


City 


Oe a 


San Leandro, Calif. © Chicago, III 


4 Cleveland, 0. © South Kearny, NJ 


Toronto, Ont 
neni 
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Sources of Fluorescent Materials 


While a great many materials can be made with fluorescent effects, they all start with 
the fluorescent pigments, produced by one of the three companies listed below. In 
some cases, these companies carry the process on to a further stage; in others, they 
supply the chemicals to those who produce the finished product. Each of these com- 
panies will serve as a source for technical information and to help you find the pro- 
ducer who is making the specific product you need. 

Lawter Chemicals Inc., 3550 Touhy Av., Chicago 45 

Radiant Color Co., 830 Isabella St., Oakland 7, Cal. 

Switzer Bros. Inc., 4732 St. Clair Av., Cleveland 9 


Among the materials which have been produced with fluorescent pigments, and which 
have some value for advertising and sales promotion, are the following: 
Printing Inks: Letterpress, offset, silkscreen, rotogravure, flexographic. 
Papers and Cardboards: Solidly coated on one or both sides; gummed or un- 
gummed; pressure-sensitive adhesive backed. 
Paints: Bulletin colors, baking enamels, aerosol spray cans, water colors, black 


light. 


Plastics & Rubber: Molded, extruded and cast. 
Fabrics: Impregnated; coated, one or two sides. 


Crayons and Chalks 


mean to please the emotions. A child 
standing on his head and screaming 
at you, attracts your attention, but 
you wouldn’t want him on your 
lap.” 

Mr. Birren said flatly, “In pack- 
aging, I’m skeptical of such color.” 
He did say there “is a big future for 
fluorescent colors when used intel- 
ligently and with reserve.” 


> Albert Kner, director of the De- 
sign Laboratory, Container Corpo- 
ration of America, is another who 
isn’t too enthusiastic about fluores- 
cents. He says that fluorescent print- 
ing originally made it possible to 
create distinctive packages with a 
high degree of visual impact at the 
point of sale. As more and more 
packages began to appear with flu- 
orescent printing upon them, this 
effectiveness diminished, Mr. Kner 
said. 

“It became a case of each package 
trying to outshout the other,” he 
explained. “But a package is like a 
person. And the person who over- 
sells himself by trying to drown out 
his competitors is not effective. 

“Any trend towards subdued flu- 
orescent printing offers little orig- 
inality or distinctiveness. It is not 
likely to be satisfactory for those 
manufacturers who expect impres- 
sive results,’ Mr. Kner predicted. 
“A broad approach to package de- 
sign will be more effective than 
merely turning to a subdued varia- 
tion of fluorescent printing.” 


> One source, close to fluorescents, 
had this to say about the objections: 


“In the beginning, I will admit 
that fluorescents were wild. The 
only people who would wear flu- 
orescent clothes were either zoot 
suiters or crazy kids. And at that 
time in the fluorescent industry, the 
technical mind was in control. These 
technicians wanted to market full 
fluorescent colors and full fluores- 
cent colors only. Everything they 
put out was in full color and much 
of it looked as if it belonged in a 
carnival. The more dignified sellers 
were frightened off, and you can’t 
blame them. 

“But as these new pigments were 
developed, with the resulting wider 
use by all forms of printing, the 
designers began to be heard . . . and 
they were listened to. The designers 
said that some of the first uses of 
fluorescent, say fluorescent copy on 
a fluorescent background, were just 
like a teen age girl drenching her- 
self in perfume to make a big im- 
pression. These designers have tak- 
en over and have found that they 
can get gentle, subdued coloring and 
still keep some of the added impact 
and attention-getting properties of 
the full color fluorescents. 

“Not all markets are as gutty as 
soap and gasoline and beer. I have 
seen recently plastic bottles for 
women’s cosmetics colored with 
mild orange and yellow fluorescents 
and I defy anyone to say that they 
are in bad taste. 

“What the industry has to do is 
to promote these new softer colors 
and get rid of its carnival image.” 


> Here you have an internal prob- 
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typography is a craft* 


*an art, trade, or occupation requiring special skill, 
especially manual skill —The American College Dictionary 


Mjo|N|s/E| NI een “ 
CHICAGO: 22 EAST ILLINOIS STREET 


LOS ANGELES: 960 WEST 12TH STREET 
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lem of the industry. Both Switzer 
and Radiant now make ink. Lawter, 
however, makes its pigments avail- 
able to ink makers. The fluorescent 
industry gets to the public only in- 
directly. Ink makers, in two cases, 
and printers, in all three, stand be- 
tween them and the public. 

But the fluorescents continue to 
battle to try and convince the ob- 
jectors of their new virtues. They 
have won several of these battles. 

They have found that sales pro- 
motion people and advertising ex- 
ecutives have many uses for these 
bright colors. To name just a few: 
outdoor posters, car cards, magazine 
inserts, packages, brochures and cir- 
culars, bumper strips, shelf talkers, 
point-of-purchase signs, banners 
and clothing. Pressure-sensitive 
companies have combined their 
specialty with fluorescents. 


> Plastics have become greatly re- 
ceptive to fluorescents. The publi- 
cation Modern Plastics had this to 
report in a recent issue: 
“Fluorescent pigments have now 
been so improved in light stability, 
heat resistance, and other proper- 
ties, they are being used success- 
fully in a variety of molded plastic 
products, films, and coatings. 
“Fluorescent pigments may be 


used effectively with most thermo- 
plastics, including all types of poly- 
ethylene, acrylic, the cellulosics, 
regular and impact grades of sty- 
rene, many types of polyvinyl chlo- 
ride, and even nylon. Successful 
results also have been obtained 
with a number of polyester resins.” 

While continuous exposure to 
bright sunlight poses a fading prob- 
lem, plastic users were advised that 
in shaded locations the fluorescent- 
coated products, “. . . appear to re- 
tain their original glowing brilliance 
for years. As a benchmark, it may 
be said that the lightfastness of 
some fluorescent pigments available 
today compares favorably with that 
of many conventional organic pig- 
ments.” 


> Fluorescents and paper have made 
a selling combination for a long 
time. Each of the three companies 
makes its products available to 
paper makers, and your paper mer- 
chant will be able to tell you what 
papers he can supply. 

Elmer Brant of Radiant is quite 
enthusiastic about the possibilities 
of fluorescent colors and papers be- 
ing used in selling activities: 

“If you’re one of those who tried 
fluorescent papers or silkscreen col- 
ors a few years ago and were dis- 


good taste is based on QUALITY 


THE FRITO COMPANY grew from a hand operation in a family kitchen 
into @ national institution for the soundest reason a food product can 
have: good taste. And the smacking good taste of Fritos, now as then, 
stems from strictly maintained standards of quality. 

Not surprising, then, that the same insistence on top quality should be 
reflected in Fritos' choice of a letterhead. One glance at its erisp, 
clean design indicates the company's standing. A look at the water- 
mark reveals that it is on a Strathmore Letterhead Paper...increasingly 
the quality choice of successful companies in every field of American 


manufacture. 


«3 STRATHMORE 


MAKERS OF FINE PAPERS 


Strathmore 


BETTER PAF 
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Paper Co.. West Springfield, Mass. 
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appointed because they faded when 
exposed to direct sunlight, you’re in 
for a happy surprise. 

“Today, thanks to continuous re- 
search and the development of bet- 
ter pigments, some fluorescent prod- 
ucts retain their effective brightness 
for a year or more of outdoor ex- 
posure ... and practically all retain 
their brilliance past all normal out- 
door showing periods.” 


> Here are just a few uses to which 
fluorescent papers and cardboards 
have been put to work in sales 
activity: 


@ Merchandising: Window displays 
and decorations, pennants, price 
tags, traveling displays, streamers, 
counter cards, direct mail, gas pump 
stickers, wall posters, catalog divid- 
ers, parade posters, shelf strips, post- 
cards, hangers, blotters and cutouts. 


e Packaging: labels, box covers, 
gift wraps, bag toppers, tie-ons, 
wrap-arounds. 


© Commercial: invoice stickers and 
enclosures, credit warnings, busi- 
ness cards, instruction labels, fol- 
low-up postcards, letterheads, divi- 
dend checks, business and bonus 
checks, menus, greeting cards, price 
and rate changes, file folder indexes, 
truck and window signs, equipment 
identification. 


> Some of the uses to which the flu- 
orescent product has been put to 
use are not surprising; some are. 
For example, for years art directors 
have had a problem on how to show 
clients what an ad using fluorescent 
colors will look like when it is still 
in the layout form. Filling this need, 
the art directors used to spend much 
time and effort trying to cut out 
what they wanted from sheets of 
fluorescent paper. Now, a Lawter 
customer, Converters Ink Co., (4910 
S. Monitor, Chicago) has issued a 
set of fluorescent crayons. Now all 
the art director has to do is to 
make a sketch. 

The Craftint Mfg. Co. (18501 
Euclid Av., Cleveland) offers a 
variety of art materials—water col- 
ors, spray paints, etc.—with fluores- 
cent pigments. 

Another manufacturer of a flu- 
orescent product is American Cray- 
on Co., Sandusky, Ohio, with a line 
of fluorescent chalks. Most popular 
use has been by salesmen who make 
chalk presentations on blackboards 
to groups and committees. With the 
addition of ultra violet light they 
can get quite striking and original 
results. The surprise came when the 
Ohio firm found that some of its 









Parents are your best customers. 
No promotion designed to 
attract them is complete with- 
out something for their kids. 
Nothing pleases kids at lower 
cost than balloons. Pioneer 
makes balloons easy to buy. 
Send coupon for everything you 
need to know to add balloons 
to your promotion. 
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You Doing 
or the 
Kids?” 


The Pioneer Rubber Company 
410 Tiffin Road, Willard, Ohio 
Dear Mrs. Wolfe: 


Please send me free “Advertising Balloon Fact File,’ 
containing full color illustrations and prices, ideas, 
ordering instructions and order blank and imprint 
work sheet. 


Firm — 
Address 
ee 


Requested by 


most enthusiastic customers were 
evangelistic preachers who were 
using the chalks to “more vividly 
portray the glories of heaven and 
flames of hell.” 


> The fluorescent people feel that 
their products have taken on new 
dimensions with the new pigments. 
They no longer feel that their prod- 
ucts are limited to screen process. 
They think they can overcome 
former objections of esthetic viola- 


Who’s Who In Paper... 


tions by fluorescents. 

They have impressive case _his- 
tories to prove their points. Perhaps 
this would be a good time to evalu- 
ate your efforts and see if you have 
a place for these brilliant hues that 
can make a finished product up to 
four times brighter than regular 
organic colorants, or in their new 
subdued dress, help convince the 
female consumer that she should 
spend her money on your product. 

44 


Sweatchbooks Ease 
Selection Searches 


Safety Paper . . Multi-Color 
Bankweave by Bergstrom Paper Co., 
“a proven, non-directional pattern, 
enhances traditional Safety paper: 
tints with the use of a third dimen- 
sional color. Thirty attractive com- 
binations in all offer users addition- 
al safety, comparable to that of pri- 
vate design, but in single carton 
lots." Chemical or mechanical at- 
tempts at alteration result in a re- 
vealing white spot in the sensitized 
surface 


. fer more details circle 1117, page 129. 


For Reports, etc. . . Everest Text 
and Cover by Wausau Paper Mills 
Co., a sulphite paper “created and 
tailored for printing perfection.” 
Described as “whiter than white” 
and “its opacity and uniform bulk 
unsurpassed.” Available in vellum 
and special finishes 


. for more detcils circle 1118, page 129. 


Budget Printing Paper . . Caro- 
lina Coated Cover by Riegel Paper 
Corp. Made in white only in three 
sizes and two weights. Coated on 
one side with a “smooth printing 
bristol finish on the back.” 


. for more details circle 1119, page 129. 


General Business Use . . Millers 
Falls Bond by Millers Falls Paper 
Co., “durable 25° cotton content 
paper designed for general business 
use,” Has an extra-white, suggested 
for letterheads, business forms and 
so on. 


. for more details circle 1120, page 129. 


Prestige Paper . . . Wonderwhite 
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by Northwest Paper Co. Its “spar- 
kling whiteness and opacity give 
unique fidelity to full-color repro- 
ductions.” Recommended by the 
manufacturer for corporate reports, 
announcements, “high-style 
chandising” and direct mail. 

- for more details circle 1121, page 129. 


mer- 


Multiple Copy Work .. Millers 
Falls Onion Skin by Millers Falls 
Paper Co., suitable for “. . . multi- 
ple copy work, airmail correspon- 
dence, inter-office memoranda and 
forms, direct mail advertising.” 


- for more details circle 1122, page 129. 


Versatility . . . Artemis by Mo- 
hawk Paper Mills Co. Can be used 
for letterpress, offset or gravure. “Its 
genuinely felt marked, richly tex- 
tured surface and broad deckle edge 
give added distinction.” 


- for more details circle 1123, page 129. 


Opacity . . . Coronado A6 by Simp- 
son Lee Paper Co. “A vastly more 
opaque version of the old standby, 
Lee Coronado.” 


. for more details circle 1124, page 129. 


Productivity . . . French Opaque 
by: Marquette Paper Corp. “a real 
production sheet with all the quali- 
ties a pressman looks for: firm, flat, 
uniform, clean running and with 
excellent receptivity to ink.” 


- for more details circle 1125, page 129. 


Form Office Use ... Wausau 
Mimeo Bond by Wausau Paper Mills 
Co. Manufactured in white and six 


colors. Has a “carefully processed 
surface that permits ink to pene- 
trate quickly, reproduce with maxi- 
mum clarity and with an absolute 
minimum of offset without slip- 
sheeting.” 

. « « for more details circle 1126, page 129. 


Fine Printing ... Mohawk Vellum 
by Mohawk Paper Mills Inc. has 
“rich vellum finish, high opacity and 
satisfying bulk . . . top performance 
on the press.” 

- « for more details circle 1127, page 129. 


Low Cost... Exact Bond by Wau- 
sau Paper Mills Co. “Especially de- 
signed and made for low-cost pro- 
duction in commercial or in- 
plant shops . . . on letterpress, offset 
and other reproducing equipment.” 
An unwatermarked sulphite bond. 

. « for more details circle 1128, page 129. 


Heavy Parchment Paper 
Introduced by Paterson 


A heavy parchment paper for use 
as stock in printed merchandising 
kits, brochures, promotional litera- 
ture and ad inserts, has been an- 
nounced by the Paterson Parchment 
Paper Co., Bristol, Pa. 

It has a basis weight of 100 pounds 
for 500 sheets 24x36”. According 
to the company, the product has 
been improved to “provide high 
fidelity in fine screen lithography 
and greater constancy in letterpress 
and other printing methods.” 

It is also stated that the merchant 
lends itself to “unusual” art tech- 
niques and permits “the unrestricted 
use of color and special printing 
effects.” a4 


New Paper for Thermofax 
Machines is Developed 


A thermal copy paper for use on 
Thermofax machine has been an- 
nounced by the Labelon Tape Co., 
10 Chapin St., Canandaigua, N.Y. 

According to the company, the 
new paper runs in the machine 
without need of a filter or screen, 
at the same range and speed as 
regular copy paper. It is a_ full 
weight sheet, not a tissue, is easy 
to handle and file, and will not be- 
come brittle or darken with age. 
In addition, it is said to have in- 
definite shelf life as well as a high 
heat resistant factor. 

Details are available 
company. 


from the 


- for more details circle 1129, page 129. 





Dazzlingly Good Looking Flattering To Color 


A High-Speed Runner A Quick, Quick Drver 


PERFECT FUSION WITH INKS/PERFECT HARMONY WITH ART AND DESIGN 
St. Lawrence Offset Enamel by Newton Falls is ALL— 
and a budget-saver on volume runs to boot. 


NEWTON FALLS PAPER MILL, 5 330 WEST 42ND STREET, NEW YORK, N. Y. 


MILL AT NEWTON FALLS, NEW YORK 
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is Your Layout 


Ten steps you can take to make 
sure your layout ends up looking 
the way you expected. 


By Harry Bauer 
President, Bauer Advertising 
Seaford, L.I., N.Y. 


Hold on there, Mr. Layout Artist! 
Put down that magic pencil and lis- 
ten, for we're talking about you! 
Seems as if the boys that pay for 
your pickles and pastels were dis- 
appointed in the way their last ad- 
vertisement turned out. 

Had good cause too, for your lay- 
out was one of the “smartest.” Yet 
the finished advertisement turned 
out to be an astonishingly “unrea- 
sonable facsimile.” 

No, the fellows that produced the 
visual didn’t sabotage it. The en- 
graver turned out a perfect set of 
plates; the “finish” artist still loves 
you, though he had to practically 
relayout the entire ad; and the 
typographer still hopes that you'll 
remember that six lines of twelve 
point type equal an inch in depth. 
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Deceptive’ 


>» Why then, does a perfectly good 
visual sometimes turn sour? I call 
it “Deception In Layout.” 

And what do I mean by decep- 
tion? 

Here’s a hint: When the typog- 
rapher discovers that the body text 
area in the layout won’t even set in 
six point type — deception’s a- 
brewin’. 

Or when the production man can’t 
possibly scale the illustrations like 
they’re shown in the layout — call it 
deception. 

But when the client roars, “Say, 
how come this engraver’s proof dif- 
fers so much from the layout you 
had me OK?” — Brother, that is 
deception! 


> But don’t get the wrong impres- 
sion. No one expects the visualizer 
to do the work of the typographer, 
“finish” artist or production man. 
Neither does anyone expect a crea- 
tive artist to bog down in unim- 
portant details. But just a bit more 
attention to the essentials in the 
visual stage makes the difference in 
the “finish” between a mediocre and 
a good job. 

No one expects an architect to do 
the physical work necessary to build 
the structure he’s planned. What is 
expected is an accurate set of plans 
so that the carpenters, the masons 
and all the other artisans can build 


the house the way the client wants 
it. 

After all, an important function of 
a layout is to show the most un- 
imaginative person what he can ex- 
pect the finished advertisement to 
look like. Is it not reasonable then 
to assume that the layout, barring 
last minute changes, will serve as an 
accurate guide for all parties con- 
cerned with the final reproduction? 


> Fortunately for the ulcer brigade 
and the art profession, the “Mr. 
Deceptions” are in the minority, and 
who knows, in a few years we might 
even have a law to exterminate ’em. 

Is there a chance for salvation be- 
fore we start hanging your picture 
in the post office, Mr. Deception? 

Sure there is, and, while we can’t 
expect to set up hard and fast rules 
for such an intangible as art, mind a 
few of the following suggestions and 
we'll all be off that milk diet much 
sooner. Your reward? Samples for 
your portfolio instead of your alibi 
album! 


1. Learn How to Cast Type 

It's easy and so essential. Allow- 
ing too much space for text in a lay- 
out is just as bad as not enough - 
both cause the typographer trouble 
and often change the entire physical 
appearance of the finished adver- 
tisement. So when the ad is in the 





Announcing the Mew 


PROTYPE 816 


The original practical low cost PHOTOGRAPHIC TYPESETTING SYSTEM 


ee SIMPLE, EASIEST TO USE—Any office employee can set beautiful clear black type with the 
New PROTYPE 816, which has eight Basic Patents. 


SK 25,000 TYPE SIZES AND STYLES—Never a type and hand lettering selection like Profonts. 
All sizes from 6 point to 90 point. 


SKE NO EXPENSIVE CAMERA—You need no camera and no darkroom. Protype 816 
operates in ordinary room light. 


SK& NOTHING COMPLICATED—The New Protype 816 is a simple and rugged tool! Has no belts, 
gears or motors to wear out. Practically no maintenance required. 


SK LOWEST COST TYPOGRAPHY—The Improved Protype 816 produces quality lettering 
and type at a low cost unmatched by any other method. 


™, = CUTS PASTE-UP TIME—No trimming and laborious pasting of tiny 
A strips of type. Now set the whole job in one piece 
on a sheet as wide as 17 inches! 


“lig 


- . \, ENO WAITING—NO SENDING OUT—Do it all—right in 


y° GET THE FACTS 


your own office or shop. Ideal, fast and thrifty for 


/ SAVE LETTERING AND ang se | 
\. TYPE, TIME AND MONEY ; “a in-plant print shops, letter shops, offset plants. 


. ¢ 
*.. Mail the coupon! 
¢ 


Send me complete details about how PROTYPE type 
composition can save us time and money and set 
sharp, clear type of any size and face. 


DAVIDSON CORPORATION 


N Saleiaeiannaees-ahaaswesmaniaaies 
29 Ryerson Street, Brooklyn 5, New York —_e 


I i el ctiaeclekicc nena 
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layout stage, why not take a few 
extra minutes to compute type areas 
accurately? It’s the only way to in- 
sure that that portion of the finish 
will match the layout. 


Know your Typefaces 

If you are suggesting a definite type 
for the display lines, don’t be vague; 
simulate, or better yet, trace off a 
few of the actual characters from a 
type book and the typographer will 
gladly do the rest. Just one precau- 
tion — make sure the type size in- 
dicated will fit in the area allotted, 
lest the massive 36 point crowded 
into the layout actually set in a 
puny 14 point. 


cale Illustrations Correctly 


If the layout is to incorporate ex- 
isting illustrations such as photo- 
graphs, drawings, etc., don’t exag- 
gerate sizes but scale them correctly. 
It’s easy to “sketch and stretch” for 
the convenience of your layout, but 
please remember that the chap that 
does the “finish” has no way of 
stretching or shrinking illustrations. 
So, if you don’t own a camera luci- 
da, can’t fathom a slide rule, can’t 
afford photostats, use the diagonal 
method of scaling—it will at least 
give you an accurate over-all size. 


QUALITY 


FOUR COLOR PROCESS, 


HALFTONE, LINE PLATES 


ELECTROTYPES 


Call STate 2-3939 
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4. Use Color Correctly in the Layout 


When the layout is for consumer 
magazines you may suggest practi- 
cally any color or colors with a 
reasonable chance of the finish re- 
producing that way. But when the 
ad is intended for business or trade 
publications you will probably be 
limited to a range of three or four 
so-called standard colors. Nothing 
will change the over-all appearance 
of a color ad more than to see it 
print in a “standard” color instead 
of the attractive pastel color sug- 
gested in the layout. When in doubt, 
consult the agency or publication 
production manager. 


5. Always Size the Layout Accurately 


Always indicate layout sizes ac- 
curately. If the layout is to be 7x10’, 
don’t change it to 8x10’. In the 
hustle and bustle of meeting dead- 
lines somebody might put the ad 
clear through to plating before the 
mistake is discovered. And, even 
if the mistake is discovered in time, 
rescaling the “finish” to the correct 
size could cause the over-all ap- 
pearance to change considerably, 
especially when compared with the 
original layout. 


6. Consider Mechanical Specifications 


Hour a day service 


' 2-Way Radio Dispatched 
Pick Up And Delivery Service 


oS 


SUE eis) 
OR LVL 
a A 


NORTHWESTERN PHOTO ENGRAVING CO. 
VL M222: 31))) 


CHICAGO 6, ILLINOIS 


When the publisher’s mechanical 
specifications list certain over-all 
sizes for bleed pages, better size 
your visual correctly. Or if the pub- 
lisher cautions not to carry “live 
matter” beyond certain areas, pay 
attention, for a slip here, and zippo 
—the bindery lops off a few of the 
copywriter’s pet superlatives. 


7. Weight Illustrations Accurately 


Should the illustration to be in- 
corporated in the layout be a light 
subject with a contrasting dark 
background, why sketch in a dark 
subject with a light background? 
Doing so will certainly change the 
finished appearance of the layout! If 
the emphasis is to be reversed, have 
new photos or illustrations made. 
It’s easier on the nerves and cheaper 
in the long run! 


Use Ben Day and Color Values Correctly 


Should the text be surprinted or 
reversed out of the background? 
Opaque white looks crisp on a light 
gray or color background in a vis- 
ual. But body text reversed out of 
background areas is normally diffi- 
cult to read—it’s even more so when 
the background is too light or too 
dark. When in doubt, check a ben 
day tone chart or consult your en- 
graver or lithographer. Avoid, too, 
reversing out fine serif type from 
color areas derived from several or 
all four process colors. And while 
it’s true that details like these can 
be worked out by a good production 
man remember please that his first 
concern is to reproduce the “finish” 
exactly like the visual! 


9. Know the Limitations of Reproductio 
Process Chosen 


Offset, letterpress, gravure, silk- 
screen, photogelatine—all reproduce 
faithfully and perfectly when the 
artwork is prepared correctly. But 
production limitations or technical 
problems can alter final results. 
Your supplier can advise you cor- 
rectly. Consult him and if he says 
“no can do,” better re-do the visual 
accordingly before the client buys it 
“as-is.” 


10. Remember Your Obligation 

It’s the visualizer’s prime function 
to spark layout ideas that are repro- 
ducible in the media to be used. 
When this phase is done correctly 
end results are perfect. Deviate from 
this responsibility and final repro- 
duction varies. 


> So for art’s sake, avoid “Decep- 
tion in Layout”, please! 44 





LINOTYPE ORIGINAL 


There is no other v like this v because there is no other 
typeface like Fairfield Medium. Designed by Rudolph 
Ruzicka specifically for Linotype composition, Fairfield 
Medium is available only from Mergenthaler. Fairfield 
Medium appears familiar because the combination of 
Ruzicka’s elegance and Linotype operating economy has 
made it an American classic. For a specimen write the 
Mergenthaler Linotype Co., 29 Ryerson St., Brooklyn. 


abcdefghijklmnopqrstuvwxyz 
ABCDEFGHI J KLMNOPQRSTUVWXYZ& 
ABCDEFGHIJKLMNOPORSTUVWXYZ& 
1234567890 fiflfffifl 1234567890 


abcdef ghijklmnopqrstuvwxyz 


ABCDEFGHI]JKLMNOPQRSTUVWXYZ& 
1234567890 fififfffiffl 1234567890 
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Typical Inserts _ . 


A, AON Nm ve 
ee 


POST CARD 
persestemcy ed 
eS APPOINTMENT 


~~, 


. Three of the four-page folders, which are bound into the regular 


agent’s magazine. With their own masthead, title, and printed on a special stock, the 
inserts go along with the magazine, but are not really part of it, editorially. 


Inserting a house organ within 
a house organ is an unusual idea 
but it works well for 


New England Mutual 


How to Ride on a House Organ 


By Philip Brady 
Asst. Sales Promotion Manager 
New England Mutual Life Ins. Co. 


Boston 


The problem: How to help keep 
approximately 2,000 full-time sales- 
men aware of the value to them — 
and to the company — of some 700 
current sales promotion items avail- 
able for their use in making sales. 
The solution: A four-page, color- 
ful, bouncy insert which is supplied 
quarterly in printed form to the 
editor of our company field maga- 
zine. He binds our publication into 
the center of his magazine and thus 
we obtain free distribution and he 
obtains what he considers four 
bonus pages. 


> Now, obviously, we have not 
licked the problem of keeping all 
our sales promotion items active 
and our agents aware of the many 
sales aids we have; no single ap- 
proach could do that mammoth job. 
But after two years of producing 
the Sales Promoter, we know that 
we have been highly effective in 
making a dent in a problem that 
must face every s.p. manager with 
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a sizable, widely-scattered sales- 
force to service with a multiplicity 
of promotional pieces. 

Our basic approach is to push 
items which have been previously 
introduced, for new items are 
sampled to the field as they are de- 
veloped. We tackled our problem 
with the following set of ground 
rules to guide us: 


1. That our publication should be 
completely different in writing style, 
format, and content, from the maga- 
zine in which it was to be bound. 


2. That we would use case history 
material whenever possible to lend 
our material validity. In other 
words, we tell how some salesman 


is using a sales promotion item ef- 
fectively. 


3. That humor would be worked in, 
and that our writing would be live- 
ly and colloquial. 


4. Special cartoon illustrations 
would be used for two reasons: 1. 
The editor of the insert likes them; 
and 2, the editor of our company 
magazine doesn’t like cartoons and 
never uses them. 


5S. We would keep our copy short, 
to the point, and use lots of display 
headings. 


6. Panel cartoons would be used 
if we could find any that really tied 


with our product life insurance. 


7. Every time we used a contribu- 
tion from the field we would illus- 
trate it with a sketch of the sales- 
man. After use, this sketch would 
be sent to the salesman in question. 
We thus made sure we gave credit 
where credit was due, said “thanks” 
with a gift, and at the same time 
stimulated other men into submit- 
ting material. 


> A leading feature of the maga- 
zine is a column entitled, “Watch 
For .. .” in which we list items cur- 
rently being developed. This alerts 
the field to what is coming; helps 
head off letters asking for informa- 
tion about whether or not we are 
preparing material to meet certain 
needs. 

Another strong field of interest 
with our men is the use of direct 
mail letters — the Reply-O variety. 
We satisfy their desire for knowl- 
edge about this subject by always 





running a double column of perti- 
nent material. We lean heavily on 


case history copy and attempt to 4 ia : x ¥ \ Tracking Down 
educate the men to use direct mail ; be E ATA ey as 


correctly. 
We constantly re-introduce items e ey MY) noe y 

that we know are sound but that u rar a ie ag alle 

. eT moc T-t lem cel mi l-1-1e ES 
ou inventory records show are not ie f ‘ a telephone! That one call 
being used as widely as they should 7 to Service puts you on the 
be. In most cases this is purely a scent of the finest typo- 
matter of the men forgetting about 


graphic excellence backed 
the items. Once we re-plug them, oh Ra eal haha achat 


usage always picks up. a : Pe ice for all your type needs. 
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> Between talking up old items and ~*; 
our two standard columns, we pro- | MM al a's eae PA} a 
vide current information about sales | , niet 
promotion activities that the men | 

otherwise wouldn’t learn. Examples: 

@ The use of photo stamps to per- 

sonalize letters, cards, etc. 

e The use of a desk-top roll index 

by one of the agents, and why he 

finds it valuable. 

e A redesign of the cover of a 

pamphlet which we felt made it 

more useful. 


Here’s proof of top quality 


> We are convinced that our ap- at amazing /ow cost... 
proach is a sound one; apparently 
we were also able to convince a 


panel of independent judges. Last 
year we entered the Sales Pro- | 
moter in the annual competition | 
sponsored by the Life Insurance 


Advertisers Assn. in New York City. 
The Promoter won a first prize in 


its class and was the recipient of PROGRESSIVE 


some very kind words by the judges PRESS 
in their critiques passed on to us. # ROO! ee 
If your problem is the “promo- 


tion of sales promotion,’ we are on your first order of 
convinced that the use of a maga- 


zine insert is one extremely prac- SCREENED 4-COLOR SEPARATIONS! 
tical step towards a solution. 44 
Go modern—use full color! And save $20—$40—$65 on 
your first order! Now you can cash in on the beauty and 
selling power of brilliant full-color reproductions—yet keep 
costs in line. Get your Sample-Info. Brochure and Price List 
by mailing coupon now. 
World Color’s technical progress and vast experience stands 
behind you—more than 150,000 sets of 4-color positives 
already supplied to leading lithographers, agencies, adver- 
tisers. You get fastest service in the industry, with free air 
mail delivery. Press room procedures with all orders. Com- 
posing also at low, low cost—complete positives ready to make 
plates. 
~-LIMITED OFFER — ACT NOW! ---- 
World Color, Inc. — Dept. H11 
inc.! Box 697, Ormond Beach, Fla. 
Ormond Beach, Fla., Tel: ORange 7 13324 Please rush full-color Sample- 
Info. Brochure and Price List to: 


New York Branch Office : 
274 Madison Ave., MUrray Hill 5-4275 


SEND FOR Sample-Info. 


Brochure & Price List now 


NAME 


TITLE 


FIRM 


4 


. STREET 
Typical Cover .. . The cover of ‘The ral 
Pilot’s Log’’ gives no indication that it 


carries the ‘’Promoter”’ inside 


STATE 


TYPE OF BUSINESS 
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{SHOPPERS WORLD| 


5300 BURNET RD. DAILY 10 am. — 8 p.m. Sundeys 1-7 p.m 
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WELCOME SPARTAN’S!' 
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When faced with a new 
and highly competitive 
neighbor, this Texas dis- 
count house met it frankly 


and openly, and held its 
own. 


By Herbert Pilelsky 

Advertising & Public Relations Director 
King Clothing Chain 

New York 


One of our key discount centers 
is in Austin, Tex., and is called 
Shoppers World. We have operated 
this store without major discount 
competition since its opening in 1959. 
However, this picture radically 
changed with the coming of Spar- 
tan’s, a rapidly growing discount en- 
try which opened in mid-February 
of this year, a scant mile from our 
store. Charles M. Desenberg, our 
Sales Promotion Director, and I 
were concerned with two things: 
first, the entrance of a big discount 
operation in Austin and second, a 
location so near to us. Our dilemma 
was this: should we engage in a 
price war, in name calling, or should 
we ignore them entirely? 

Charles Desenberg conceived the 
idea of “passive resistance.” Simply 
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Competition 


stated, instead of pulling out all 
stops to combat Spartan’s, the King’s 
unit in Austin—Shoppers World, 
would welcome them. The idea took 
hold immediately and plans went 
full speed ahead with the approval 
of our top management team headed 
by president William Wolff. We 
would run ads with customer ac- 
cepted, popular merchandise at our 
usual low discount prices. We would 
call these items “Welcome Spartan 
Specials.” 


> Our buying division out-did them- 
selves in selecting top quality, low 
priced merchandise. Then George 
Ringel, Merchandise Director and 
Mr. Desenberg coordinated the 
items and the ads were set to go 
from the planning stage into the 
production stage. Many, many 
thumb nails and rough roughs were 
made before the actual layout was 
chosen. I cannot even now estimate 
the quantity of midnight oil we 
burned to come up with copy to get 
our message across. The copy we 
came up with read as follows: 


SHOPPERS WORLD welcomes Spartan’s. 
. . The people of Austin are fortunate in 
deed now to have a greater opportunity 
to shop for the finest merchandise at the 
lowest prices! You can now prove for 
yourself that the values at SHOPPERS 
WORLD are the greatest—you may be 


sure that our management will see to that! 


Be sure to shop smart. . . Shop Spartan’s 
and SHOPPERS WORLD. . . You'll be the 


winner! 


This copy was carried in a six- 
column by 18” ad which ran in the 
Austin-American-Statesman before 
Spartan’s opened. The ad was re- 
peated the day of the opening. Type 
was big, bold and punchy. Eight to 
ten items were  selected—men’s 
wear, ladies, infants, records, chil- 
dren’s wear. 


> The results were overwhelming. 
Proverbially, our promotion took 
the city by storm! Austin-ites had 
their imaginations stirred and they 
responded magnificently. Our sales 
zoomed instead of dipping as is ex- 
pected when competition opens and 
opens so close. 

Sales figures for the week show 
that the previous year we did $18,- 
605 and this year $25,412, a consid- 
erable increase by any standard. 

Keep in mind the old retailing 
axiom that every store is accessible 
on opening day. This, plus the fact 
that Spartan’s took a complete sec- 
tion in the paper on the day they 
opened and went in with extensive 
“teaser” ads, as well as wide radio 
coverage, points even more to the 
fantastic response of our promotion. 


> Woodrow Garrett, manager of the 
Austin store, at the weekly sales 





Bowling team bulletin or executive letterhead—the paper you use is important! 
The way it runs on the equipment you run can make you very big around the office 
... or somewhat less than a hero. That’s why every day, more and more companies 
are taking a good look at Kimberly-Clark business papers. It’s the complete line of 
_ distinguished cotton fiber and versatile, hard-working sulphite papers. Wrapped in 

ready-to-run sizes, in the weights, grades and colors to meet all your reproduction 
department needs. From your Kimberly-Clark merchant. 
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meeting, instructed all store person- 
nel as to what we were trying to 
accomplish, how we were going 
about doing this, and what to say to 
such questions as: 

“Why are you welcoming Spar- 
tan’s?”, “Why is your merchandise 
better than theirs?”, “Why should I 
shop here?” Salesgirls were urged 
to stress our low discount price pol- 
icy, the fact that we had been in 
Austin and accepted in Austin since 
1959, our fifteen-day money-back- 
guarantee. Fresh, first quality com- 
plete merchandise stocks, etc. As it 
turned out, people did ask these and 
more questions and we were well 
prepared at store level. 44 


Graphic Art Courses 
Offered by Friden 


Friden Inc., San Leandro, Cal., 
has announced a series of continu- 
ous graphic arts courses in the areas 
of cold-type composition, makeup, 
production costs, etc. 

Courses are usually conducted 
Monday through Friday. They are 
held at the company’s educational 
center at 31 Prince St., Rochester 7, 
N.Y. 

For course dates, reservations and 
other data, contact the Training 
Director at the Rochester address 
or your nearest Friden Inc. office. 

44 


Catalog Describes Offset 
Supplies of A. B. Dick Co. 


A catalog of offset supplies avail- 
able from the A.B. Dick Co. has 
been compiled by the Chicago firm. 

The catalog, in addition to listing 
such supplies as paper masters, 
aluminum plates, inks, operating 
supplies, etc., also gives specifica- 
tions and applications for the prod- 
ucts. 

Copies are available. 

. for more details circle 1105, page 129. 


New Booklet Describes 
ATF Offset Duplicator 


An eight-page booklet describing 
the American Type Founders’ Chief 
15 Offset Duplicator has been pub- 
lished by ATF. 

The booklet lists cost savings and 
work and time reductions ATF at- 
tributes to the equipment, specifi- 
cations and descriptions. 

Copies of the booklet are avail- 
able. 


- » for more details circle 1106, page 129. 





Mr. X-tra has found more 
and more employment in 
booklets, catalogs, 

direct mail and p.o.p. 
Successful the first year, 
he is being used even more 
extensively the second. 


How Philco Uses Mr. X-tra 


By Marvin Spike 

Service Promotion Manager 
Philco Corporation 
Philadelphia 


In the appliance business, it is 
often said that “service makes the 
second sale,” or going even one step 
further, “keeps the first sale sold.” 

Over 35,000 independent service- 
men stand ready to help Philco 
make that second sale or keep the 
first one sold — yet, not one of them 


is on Philco’s payroll. These super- 
salesmen are members of the Philco 
Factory-Supervised Service Assn. 
Respected businessmen in_ their 
communities, these independents 
are often influential in their cus- 
tomers’ choice of product brands. 
Independent servicers are enrolled 
in PFSS on an annual basis and are 
automatically placed on a mailing 
list, to receive a regular flow of 
accurate and up-to-date technical 
information, dealing with Philco 
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This is only a 
small Sample 


- +. of the photo news coverage obtained by the Commercial 
Photography Division of UPI for the public relations firm of 
Theodore R. Sills & Company in a simultaneous announce- 
ment of 61 CARnation CARnival Contest winners throughout 
Canada and the United States. 


ADVERTISING ILLUSTRATIONS e PRODUCT PHOTOGRAPHS 
e FIELD PHOTO and USER REPORTS « COLOR PHOTOGRAPHS 
PUBLICITY and EDITORIAL PHOTOGRAPHS e TELEPHOTO 
TRANSMISSIONS « PRODUCT APPLICATION PHOTOGRAPHS e 
STOCK PHOTOGRAPHS e¢ SPECIAL PHOTO ASSIGNMENTS 
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You can “blitz” 61 cities with 


news coverage 


Simultaneously! 


HERE'S HOW IT WAS DONE! 


JACK LYNES, Vice President of Theodore R. Sills & Co., Public 
Relations, Los Angeles Office, turned to UPI’s Commercial 
Photography Division for fast photo coverage and immedi- 
ate placement of newspaper publicity on 61 CARnation 
CARnival Contest winners throughout North America. How 
successful UPI was is best expressed by Mr. Lynes’ letter to 
Norman Coffman, Manager of the Commercial Photography 
Division’s Hollywood Office. 

“Early this year we were faced with a most complex and 
extensive news-photography project for our client, the 
Carnation Company. The job involved the simultaneous 
announcement of 61 winners of new cars, awarded in the 
CARnation CARnival promotion. These local winners were 
located in all parts of Canada and the United States, from 
Quill Lake, Saskatchewan to Coon Rapids, Minnesota. 

“We turned to the UPI Commercial Photography Office in 
Hollywood to implement our coverage. For two months prior 
to D-Day we worked out a master plan to utilize the UPI 
field force for photo coverage and distribution of the photos 
to the local media. 

“The entire project, which included three press conferences 
covered by UPI, produced a terrific volume of news coverage 
— clippings from hundreds of newspapers. 


“The service was fast and efficient; the photographs news- 
worthy; the results, outstanding. We don’t have these big 
jobs every day, but we continue to turn to UPI for fast news 
coverage in our public relations assignments.” 

The task of publicizing the CARnation CARnival was com- 
plicated by its far-flung geographical scope and by the fact 
that the identity and locality of the 61 winners could not be 
determined in advance. To send photographers from some 
central point and get the job done on time would have been 
costly, if not impossible. This assignment required the 
resources of an organization that could call on photo- 
graphers already strategically located the length and 
breadth of North America and in Hawaii. . . an organiza- 
tion like UPI’s Commercial Photography Division. 

JUST PICTURES NOT ENOUGH 


The photos had to be newsworthy, or UPI would have had 
difficulty accomplishing the final stage of its assignment . . . 
successful distribution of photos and news stories to media 
in the winners’ local communities. In many cases, the UPI 
field force arranged for the use of automobiles to be used in 
the photographs. Additional photos, to include the local 
grocers with their winning customers, were taken. 


Whatever your photo needs .. . YOU CAN RELY ON UPI! 
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UNITED PRESS INTERNATIONAL 


COMMERCIAL PHOTOGRAPHY 
DIVISION 


WORLD HEADQUARTERS 


News Building, 
220 East 42nd Street, New York 17, N.Y. 


BRANCH OFFICES IN: 


Boston, Chicago, Cincinnati, Denver, Detroit, 
Los Angeles, Philadelphia, Pittsburgh, San Francisco 


IN EUROPE: 
London, England 


UNITED PRESS INTERNATIONAL 


UPI COMMERCIAL PHOTOGRAPHY DIVISION 
220 East 42nd Street, New York 17, N.Y. MUrray Hill 2-0400 
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OC Advertising illustrations 0) Publicity & editorial photos [J Stock photos 
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products. Such a service is invalu- 
able to the recipients because they 
must keep track of the never-ending 
stream of technological advances in 
consumer products and servicing 
techniques. In addition, the member 
benefits from a PFSS business pro- 
gram, aimed at helping the inde- 
pendent conduct the non-servicing 
phases of his business such as ac- 
counting, management and _ sales 
promotion. And to put the icing on 
the cake, Philco recently developed 
a “fringe” benefit program for PFSS 
members. 


> All qualified, independent service- 
men are prospective members of 
PFSS. Each year, John Bennett 
(Philco’s administrator of PFSS) 
and his staff embark on an all-out 
campaign to spread the word of 
PFSS to independents throughout 
the country and to enroll new mem- 
bers in the association. The cam- 
paign is channelled through the 
Philco distributor and field person- 
nel level, winding up with a follow- 
up, direct mail promotion from 
PFSS headquarters in Philadelphia. 


It started with a sign .. . The 1961 
PFSS membership campaign started 
as usual at a planning meeting, held 
early in September of 1960, but with 
an unusual twist. Planning began at 
the point-of-purchase level. (See 
AR, March, page 3). In attendance 
at the first meeting were John Ben- 
nett; Dick Phillips, editor of the 
PFSS business publication; Jack 
Simmons, representing the Chro- 
mart Co. (silkscreen and display 
suppliers) and myself. The meeting 
resulted in plans to produce a 12- 
piece, wire hanger set — each piece 
emphasizing one of the “fringe” 
benefits of membership. The signs 
were the origin of the idea to pro- 
mote the “sizzle” or extra “fringe” 
benefits. Other related promotional 
materials would later be produced, 
using the basic copy and illustration 
material created for the p.o.p. kit. 
The meeting did not produce the 
“spice” necessary to bring the read- 
ers attention to our message. 
Many ideas were discussed and 
quickly discarded for one reason or 
another. After much deliberation, 
John Bennett and I finally decided 
on the use of a cartoon treatment, 
but the specifications for the cartoon 
character were very definite. Wally 
Neibart, a _ free-lance cartoonist 
from Philadelphia, was called in to 
create a character, temporarily 
named “Mr. X-tra.” (The name has 
since stuck.) Mr. X-tra was to be 
humorous—but not satirical; sales- 
man like — but not too commercial. 
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He had to be adaptable to any given 
situation, and above all, a character 
who could not rub the serviceman 
the wrong way. (At this point we 
had not yet considered consumer 
advertising.) 

Within a week, Mr. Neibart was 
back with a series of sketches and 
one, a sheepish looking character, 
bearing a stylized serviceman’s cap, 
fit our description to a T. This was 
the cartoon which would spread the 
word about the “extras” of PFSS 
membership. 


Signs spell success By early 
November, we were promoting the 
sizzle of PFSS membership, through 
p.o.p. displays (with Mr. X-tra) at 
200 strategic Philco distributing 
points around the country. Reaction 
was favorable. Typical comments 
such as, “where can we get addi- 
tional Mr. X-tra material” and “he’s 
lots of laughs,” indicated that Mr. 
X-tra was fulfilling his intended 
purpose. 


A Promotion theme .. . Now, for 
the first time, we considered using 
Mr. X-tra and the sizzle or fringe 
benefit theme for the over-all en- 
rollment promotion . . . “Join PFSS 
— get your share of the extras that 
count”... 


e Dick Phillips arranged to insert 
Mr. X-tra teaser ads in the Novem- 
ber and December issues of the 
Philco Service-Businessman maga- 
zine — the official house organ of 


PFSS. 


e Distributor counter clerks were 
supplied with lapel buttons, showing 
Mr. X-tra in an inquisitive pose and 
the words .. . “So — What’s New?” 
. to begin conversations. 

e Distributors were supplied with 
gum-backed Mr. X-tra_ renewal 
stamps for all outgoing mail. 


e A follow-up mailing piece, bear- 
ing the headline . . . “Something ex- 
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out Craftint Films 
As Seen On The Opposite Page 


Our illustrati~n is from an actual package 
design job for the Craftint Sign Materials 
Division. The layout shows a panel of 
directions in Copy-Block, the Craftint in- 
dicated copy on self-adhesive film. This 
Craftint exclusive usually creates somuch 
interest among graphic arts people that 
we've included the following 8-point sam- 
ple for close-up inspection — also avail- 
able in 10 and 12 point sizes: 
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By way of showing off, we have also deco- 
rated this column with a few of the many 
symbols available in Craf-Type sheets. 


% 


There are dozens of other ‘‘specials’”’ in 
Craftint color-tone-and-type films too, 
that we haven't shown. For instance, 
there’s Craft-Color in metallic gold and 
silver; there are Craf-Type reverses and 
Craf-Type in color; there’s Thermo-back, 
heat-resisting color-tone-and-type for use 
with blue-print and ozalid machines. 


cw 


And there’s special-service Craf-Type 
when you want your company or client 
logotypes or other frequently-used sym- 
bols reproduced on self-adhesive film. 
Your Craftint dealer can give you the 
details. In fact, a quick trip through his 
Craftint shading mediums catalog, the 
next time his salesman calls, might give 
you a lot of new ideas that even we 
haven't thought of. 
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CRAFTINT COLOR-TONE-AND-TYPE FILMS GIVE LAYOUTS THE PRINT- LIKE REALISM 
THAT ACCURATELY PREDICTS THE FINISHED JOB. Your finished 


jobs will compare just as favorably with your ‘‘comp”’ layouts when you create 
with all three — Craft-Color, Craf-Type and Craf-Tone. The client sees exactly 
what he’s getting and the printer knows exactly what to deliver. Your art 
materials supplier carries an inventory of more than 300 Craftint self- 


adhesive materials — the only full line of color-tone-and-type films in the 
commercial art field. 
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Craftint MANUFACTURING COMPANY e CLEVELAND 12, OHIO 
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tra for you in 1961” . . . was mailed 
to all 1960 PFSS members, from 
Philadelphia headquarters. The 
mailing also included illustrated 
envelope stuffers, pointing out each 
“extra” benefit. 


Consumer exposure ... We were 
now ready to prepare the PFSS 
Consumer I.D. Kit which is mailed 
to members each year. We reasoned, 
if Mr. X-tra made friends with the 
serviceman, he could do the same at 
the consumer level. So, Mr. X-tra, 
the wistful little guy with a sheepish 
smile, would tell our customers to 
patronize the PFSS member. 

The Whiting-Paterson Envelope 
Co. was called in to prepare and 
manufacture a series of envelopes, 
incorporating Mr. X-tra art. 

Don Abrahams, representing the 
Philadelphia Badge Co. and Ni-Di- 
Cal Printers, helped us develop a 
consumer display — including an 
acetate set of window signs and a 
night-glo safety bumper strip. The 
window signs featured Mr. X-tra, 
pointing out the various benefits the 
customer derives by patronizing a 
PFSS member shop. (Example: 
“Extra courteous service” ... “Your 
products handled with extra care.’’) 


At PPA Show 


The F. B. McKaig Co. got in on 
the act with a convenient pocket 
protector and ball point pen for the 
serviceman to display and use in 
the customers’ home. Of course, the 
imprints showed Mr. X-tra. 


> I completed the package with a 16- 
page brochure, entitled “Guide To 
Extra Impact Identification.” In it, 
I described the various advertising 
media available to service business- 
men and gave the readers a basic 
background on advertising. Sample 
ads, printed on glossy stock and 
suitable for reproduction, were in- 
cluded. The guide also contained 
radio and tv “spot” copy and even 
illustrated sample billboards and 
service truck panels, to complete 
the cycle of Mr. X-tra consumer 
advertising. The guide was printed 
in three colors by the Quality Litho- 
graphing Co., Philadelphia. 

Sales aid bulletins, publicity pro- 
grams, service business publications 
and other promotional media are 
still using “Mr. X-tra” to sell service 
with the extra sizzle. Philco’s legal 
department has made application for 
registration of Mr. X-tra as a PFSS 
trademark. The end is not yet in 
sight. 44 


Advertising Pictures 
Given Greater Stress 


By Ted Sanchagrin 
A&SP Eastern Editor 


If the annual conference of the 
Professional Photographers of 
America is an indication, the associ- 
ation is gradually recognizing, slow- 
ly, the work of the advertising 
photographer. 

The convention, a stranger to New 
York until this year, invaded the 
advertising and sales promotion me- 
tropolis with a six-day exposition 
and conference at the Statler Hilton. 

While the backbone of this group 
is still the studio portrait photog- 
rapher—practically all of close to 
1,700 examples in the general print 
exhibit were of the consumer studio 
variety—there were three significant 
handsful of outstanding industrial 
prints in the exhibit. 

Most exhibit prints were stereo- 
typed portraits, which were taken 
over the coals by a panel discussion 
group. But according to an A&SP 
count there were about 15 prints 
which were a departure for the gen- 
eral print exhibit. 


> The panel scored the portrait 
photographer’s lack of individuality 
and his adherence to a set of rules. 
One noted photographer, Philippe 
Halsman, noted that most prints 
shown look stiff and dated. He sug- 
gests that the photographer study 
and emulate the pictures that appear 
in magazines today. 

Another panelist, Bradford Bach- 
rach, whose studio is noted for its 
distinctive portraiture of men and 
women, feels some progress has 
been made. He credits magazines 
with a change in the public’s atti- 
tude toward “the new portraiture.” 

A third panelist, Bert Stern, 
whose work is well known in the 
advertising fraternity, said once a 
photographer has established a 
strong reputation for a high stand- 
ard of work, people are flattered by 
his interpretation. 

In A&SP’s tour of the print ex- 
hibit—there was also a trade show 
where the graphic arts suppliers’ 
own prints and transparencies easily 
outshone most examples in the offi- 
cial showing—we singled out the 
following as PPA departures: 
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... Worth its weight in gold 


Cunning 
Curr 


GOLD AND WHITE «+ SILVER AND WHITE 
... SUGGEST A “GOLD MINE” 
OF CREATIVE ART / PRINTING IDEAS! 


CURRENCY COVER is certainly not designed to put us all back on a 
rite Dep 1 for Demonstr , : : 
Write Dept. 61 for Demonstra universal Gold or Silver standard. But thanks to Apco, it is the answer 
Portfolio and complete information 7 
i" ' \ to the creative man’s dream for practical applications in design and 
on mill stock sizes and weights 
printing where its very color suggests the only natural choice. For 
announcements and promotional. pieces stressing anniversary occa 
sions, advertising of metals, and special presentations you'll 
discover none better 


Apco’s special processes for mixing metallic bronze and aluminum 
powders with a casein sizing (which result in a Gold and Silver finish) 
and applying the coating to the reverse side of an already highly finished 
white enameled cover-weight stock provides a top notch sheet with an 
extremely smooth and uniform surface that may be printed by letter 
press, offset or silk screen with outstanding colorful results 


Select CURRENCY COVER for your next printed piece where gold or 
silver is highly important to the product or message presentation 
success. Its moderate, non-inflationary cost, richness of appearance 
and feel its affinity for top notch design ideas, including solid co'or 
areas, makes it most practical for a wide variety of important uses 


LAWN-BOY 


GOLDEN 
ANNIVERSARY 


ot power mowing 


IDEALLY SUITED FOR LETTERPRESS, OFFSET AND SILK SCREEN PRINTING OF 


ANNIVERSARY ANNOUNCEMENTS «¢ BOOKLETS AND BROCHURE ¢ DIRECT 
MAIL PIE 


PIECES « GOLDEN VALUE PROMOTIONS « CATALOG COVERS AND FOLIOS 
PRESENTATION FOLDERS *« ANNUAL REPORTS * METAL PRODUCT ADVER 
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TISING and many other 


APPLETON COATED PAPER COMPANY 


appleton* wisconsin 





Johnson’s Instant Wax, Mahalo’s 
showroom, Stereo High Fidelity bar, 
Old Heidelberg beer, Duncan’s 
watch straps, Loeb Drama Center, 
Esso Man portrait, Travel Magazine, 
DuraGloss, Chris Craft, Life Insur- 
ance Co. of Kentucky, Earl Times 
bourbon, Columbia Records, Zee 
plastic wrap, Playboy’s old gent, In- 
stant Tiger’s Milk, and Motorola’s 
administration building. These were 
prints of the non-studio, variety not 
normally associated with PPA. 


> In the trade show itself, the ex- 
hibits appeared to attract more fav- 
orable comments in their use of 
photography than the official print 
showing. “The new portraiture” was 
evident not only in display back- 
drops but also in supplier literature. 
A notable example was the Eastman 
Kodak exhibit. 

One visitor, the owner of a quality 
processing house in New York who 
handles magazine editorial and ad- 
vertising photography, bore out the 
contention that the exhibits with 
their examples were the heartening 
part of the show to him. This A&SP 
acquaintance said, “This is great 
photography, even if anybody says 
only the Kodaks, Anscos and Du- 
Ponts can afford this.” 

The trade show area introduced 
new materials and equipment and 
further improvements or adaptations 
of current material. 


e New products from Kodak (343 
State St., Rochester 4, N.Y.) ranged 
from Ektacolor Professional Paper 
to a Head Shrinker. The new paper, 
available in October, replaces Type 
C Ektacolor paper. It reportedly 
renders yellows and greens more 
accurately and whites’ whiter 
through a lower stain level. The 
Head Shrinker is a rule-type guide 
for making bellows correction in 
portrait exposures. Simply a piece 
of cardboard, it measures the size of 
a head image on the ground glass, 
enabling the photographer to deter- 
mine the necessary exposure correc- 
tion quickly and accurately. 


e Ansco (Binghamton, N.Y.) an- 
nounced Ansochrome 6500, said to 
be the fastest sheet film on the mar- 
ket. The film, daylight type, has a 
speed of 100. 


® DuPont (Photo Products Dept., 
Wilmington 58) showed Cronapaque 
print film, a polyester-based item 
which can be colored, dyed or tinted, 
and can transmit light as well as re- 
flect it, depending on the direction 
of light. It has application in the 
chart, display, exhibit and mural 
fields. 





The question of cost 


FREE TYPE BOOK 
workir anua taining Fotoset 
ter faces plus Headliner and Flex 


set samples. Write Dept. 206 today. 


bebell « bebell 


COLOR LABORATORIES 


film strips * 


masters - duplicates 


from art, transparencies & negatives 


full color, b. & w., diazo-color 
slides 


any size, any mount * 


from art, transparencies & negatives 


WAtkins 4-8573 


Question: How does Warwick Foto- 
setter Composition compare with hot 
metal typesetting? 

Answer: On some types of work the 
savings are phenomenal ...in some 
areas substantial and in some instances 
none. In all cases finer quality. Why 
don’t you find out if you can benefit? 
Write today for complete information. 


WARWICK TYPOGRAPHERS 


920 WASHINGTON AVE., ST.LOUIS 1, MO. 
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GIANT PHOTOS 
& Transparencies 
any size, any style 
from art, transparencies & negatives 


write, phone. wire 
ask for NEW 

price list wall chart S-I1 
OF COMPLETE PHOTO SERVICES 


108 W. 24th St., New York I! 
Cables: Labsbebeti, N.Y. 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


oe 
8 x10 GLOSSY PHOTOS 


Copy negatives of your a $1.65 
negative. Sampien, other sizes, 
= on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dept. N-11 @_ Telephone: Michigan 2-5651 


SIMPLIFY, SPEEDUP 
ART PRODUCTION 


with the NEW Model 1000 


ART-O-GRAPH 


World's most popular art projector. Reduces 
or enlarges copy or objects 5 times (7 times 
with auxiliary lens). Buhl F:4.5 precision, 4- 
element lens. Quick, easy focusing. Adjustable 
track length for ceilings low as 6 ft. 8 inches. 
Fits over any drawing table . . . takes no floor 
space. All-steel lifetime construction. Gold 
Hemmertone finish. Pays for itself in months. 
Thousands in use. 


See your art supply dealer or send 
for 6-page folder showing many wses 


ART-O-GRAPH, INC. 
4837 Emerson Ave. $., Minneapolis 9, Minn. 
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© Durst Inc. (1140 Broadway, N.Y. 
1) introduced two new enlargers, 
the S-45 Special and the V-184. The 
S-45, a manual floor model ac- 
commodating negative sizes up to 
4x5’’, may be used either vertically 
or horizontally. In the vertical posi- 
tion extreme enlargements can be 
achieved by lowering the baseboard 
to the floor. The V-184, the Durst 
entry in the 8x10” field, handles all 
negatives from 35mm to 8x10”. It is 
a combination condenser enlarger 
and copy camera, and the negative 
carrier accepts negatives either hor- 
izontally or vertically. 


® Teleprompter Corp. (50 W. 44th 
t., N.Y. 36) and American Speed- 
light Corp. announced jointly a rear- 
projection technique which 
allows photographic studio use of 
slide transparency backgrounds syn- 
chronized with electronic flash front 
lighting. The companies say the sys- 
tem permits the use of background 
slides instead of costly background 


screen 


sets, and gives acceptable commer- 
cial standards with screen sizes up 
to 9x12’. 


@ Polaroid Corp. (Cambridge, Mass.) 
announced the Polaroid Land 4x5” 
film holder No. 500. Interchangeable 
with regular film holders, it adapts 
any conventional 4x5” camera to 
produce both a 4x5” negative and 
print in 20 seconds—in the camera, 
outside the darkroom 


e The Hershey Division of Simpson 
Electric Co. (835 Dundee Av., Elgin, 
Ill.) exhibited the Hershey Sun 
Ring. This is an around-the-lens 
electronic flash gun providing a flat, 
one-light 
group shots and copying. 
The ring is usable with power packs 


shadow-free source for 


closeups, 


up to 200-watt seconds output 


® General 

Dept., Nela 
showed the 
lightbar.” A 
flood 4144” in diameter, it’s listed as 
having 16 hours of life. The light 
has a special two-pin base, and is 
color balanced to 3400 degrees Kel- 
vin, for indoor color film. GE bills 
it as a quartz-iodine lamp with four 
times as much light as a 


Electric (Photolamp 
Park, Cleveland 12) 
Uniflood, “a one-lamp 
medium beam reflector 


regular 
movie flood, sporting a guide num- 
ber of 32 with Speed 16 color film. 


® Macbeth Corp 
Newburgh, N.Y.) 


(P.O. Box 950, 
announced the 


..Avlite Standard Viewer for viewing 


color prints and transparencies. It 
has two intensities of light, a lower 
level which adheres to ASA specifi- 
cations for transparency illumina- 
tion, and a higher level which di- 
minishes the effect of unusually 
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8.95 Value for $1. 


Bargain introductory offer 
proves “Clip Book” art saves 
you time and money. Top 
quality ready-to-use art for ads 
printing, publications, direct 
mail, etc. Offset, letter- 
press, silk screer 

Man y art p roofs 

Director's Clip +. and 

Clip Book of Line Art 
enough for dozens of paste-ups 
Satisfaction gu 

obligation 

Merely attach $1.00 to your 
letterhead. (Only one to a 
customer—and new 
customers only 


Harry Volk Jr. Studio 


Pleasantville 1, New Jersey 
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bright surrounding illumination. 


@ Paillard (100 6th Av., N.Y. 13) 
exhibited the Bolex 8mm 18-5 pro- 
jector. The projector shows normal 
films at a speed of 18 frames per 
second, and at the touch of a button 
will drop the speed to five frames 
a second. Among the advantages is 
the slow speed for shortening, re- 
arranging and editing film, and pre- 
show adjustments of film with little 
film passing through the projector. 
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Directory Lists Members 
Of Photographers’ Group 


The 1961-62 Directory of Profes- 
sional Photography has been issued 
by the Professional Photographers 
of America Inc. 

The 81x11” volume 
contains a cross-indexed listing of 
more than 6,500 PP of A member 
studios and photographers cate- 
gorized by state, city, and photo- 
graphic classification. In addition, 
294 photographers and studios are 
listed in a “Qualification” clas- 
sification. These are specialists who 
have qualified for listing under 
rules set up by the commercial divi- 
sion of the organization. In addition, 
23 specialized 
ranging 
through 


144-page, 


photographic 
from aerial mapping 
criminal photography, il- 
lustrative advertising photography, 
legal photography, marine photog- 
raphy, and _ theatrical 
are listed. 


fields 


photography 


No charge is made to purchasers 
of photography such as ad agency 
personnel, editors and_ publishers, 
librarians, trade association exec- 
utives and business firm represent- 
atives when requests are made on 
company letterheads. Additional 
copies and requests from individuals 
for personnal use will be handled 
at a charge of $5 per copy. 

Inquiries and checks should be 
sent to Professional Photographers 
of America Inc., 152 W. Wisconsin 
Av., Milwaukee 3. 44 


Filmotype Processing 
Machine is Introduced 


A fully-automatic processing ma- 
chine that develops, fixes and 
Filmotype copy has been 
designed for the Filmotype photo- 
lettering and typesetting machine 
and is now available from the 
Filmotype Corp., Skokie, Ill. 

According to the company, the 
new automatic processor complete- 


washes 


this mark 
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of mastery 
on your 
repros. 


RELYON 


REPRODUCTION PAPERS 


The quality of a repro proof is fin- 
est on high-opacity Relyon, the 
reproduction paper that always 
delivers the clean, exacting, flaw- 
less definition you require. Ask 
for it. 


IF YOU WOULD LIKE SOME TEST 


SAMPLES FOR YOUR TYPOGRAPHER, 
WRITE DEPT. A & SP—11l1... 


LUDLOW PAPERS 


Ware, Massachusetts 


A Division of 
Lud/iow Corporation 


udlow 
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8x10 
GLOSSY 
PRINTS 


Bee 


EACH 
IN LOTS OF 100 


COPY ee ok he 
NEG ) 4 Fe) 50 100 


4x5 or 5x7| $1.251$0.15]30.11| 


Ceo 
Pal af als 
sel al ff a | 


Standard delivery 3-5 days on any quantity. Special Delivery 
available on request. Write for complete Catalog and price list 


PHOTO COMPANY 
119 W. Hubbard St., Chicago 16, Ili 
Telephone: SU 7-8288 





~t> Here is the one art and layout service 
thet provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


$ oo te cover mailing 

“=== cost brings you 
— The Complete Current Issue 
This issue is yours to use and keep, with no 


strings attached — our way of saying “‘try it 
and benefit’. No obligation. No salesman. 
Due to its expense, this opportunity must 
be limited to those whe have not received 
@ free issue in the last six months. 

Attech one dollar to letterhead and mail today to 





CALCULATOR Complete 


“*—-"= COMPANY —— 


+ 
Designers and manufacturers of custom FREE 


Data Dials and Slides, and mechanical 
demonstrators ... of paperboard and SAMPLES 
plastic . . . for sales promotion, product * 
selection and specification. Fast 


delivery 
5 633 PLYMOUTH COURT * CHICAGO 5 * WAbash 2-6863 5 _ 
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ly eliminates usual photographic de- 
veloping and fixing of copy by hand. 
The exposed, but unprocessed 
Filmotype copy feeds into a load- 
ing magazine which in turn feeds 
into the Filmotype processing ma- 
chine. The processor automatically 
accepts the copy from the maga- 
zine, carries it through the develop- 
er, fixing solutions and a_ water 
rinse. 

During the final stages of proc- 
essing, all excess water is squeegeed 
off in the machine, thus speeding up 
drying. The developed copy is a 
sharp, black repro proof, perma- 
nently fixed and ready for pasteup. 

A folder describing the machine 
is available. 

- for more details circle 1107, page 129. 


Dual-Purpose Photo 
Paper is Introduced 


A dual-purpose photographic 
printing paper which can be used as 
both a positive print and a trans- 
parency, in either black and white 
or color, has been announced by 
Fotorite Inc., Chicago, the American 
distributor. 

Called Opalite, its ability to serve 
dual purposes is derived from a 
special opalescent base and two- 
sided bromide coating. According to 
Chicago company, the product can 
be a “versatile creative tool for 
photographers, advertising agencies, 
display makers and any business or 
organization using display material.” 

In normal room light an Opalite 
print looks the same as any high 
quality black and white enlarge- 
ment. When illuminated in a light 
box or other display arrangement, 
it assumes a three-dimensional ef- 
fect. When colored by hand with 
standard photo-colors, an Opalite 
print can be used in any lighted 
display where full-color transpar- 
encies are used, the distributing 
company says. 

A folder, containing an Opalite 
print, is available. 

. for more details circle 1108, page 129. 


Bettmann Archive 
Publishes Index 


New York’s Bettmann Archive 
has just published a 16-page index, 
“World Treasury of Pictures for the 
Graphic Designer,’ aimed at ac- 
quainting art buyers with the more 
than 10,000 picture-categories as- 
sembled by the concern. 

The index is alphabetically ar- 
ranged, listing picture-groups that 
range from “Accidents” to “Zinc.” 

+ + « for more details circle 1109, page 129. 
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Artist at Work . . . With the symbols already cut, it’s a simple matter for the artist to 
turn a penciled sketch into a finished drawing, ready for camera. 


How a publisher has 
avoided the tedious and 
expensive job of 

drawing common symbols 
over and over again. 


Saving Time with Pre-Printed Art 


By Alaric Mausser 

Art Director 

The Industrial Publishing Corp. 
Cleveland 


In producing technical literature 
— brochures, catalogs, magazines or 
parts lists and instruction manuals 

- the job of making finished pro- 
fessional-looking schematic draw- 
is always a problem. 

We think we have found an effec- 
tive solution for our nine trade and 
technical magazines by using pre- 
printed component drawings to save 
at least 15% on art time alone. 


>» Faced with the job of drawing the 
same types of schematic symbols 
repetitively for technical articles in 
such magazines as Hydraulics & 
Pneumatics, Power Transmission 
Design, The Refrigeration & Air- 
conditioning Busines, and others, 
the art staff decided to assemble all 
such widely used symbols and re- 
produce them for future use. 

Photographic methods were con- 
sidered, but glossy photographic 
papers presented an ink adhesion 
problem, while matte finish papers 
reproduced poorly. The best solu- 
tion seemed to be offset printing on 
a paper stock which would accept 
India ink well. 

Now, instead of starting each 
schematic drawing from _ scratch, 
IPC artists need only assemble the 


components they need for a particu- 
lar drawing, then paste them in 
position, drawing in connective cir- 
cuitry as needed. 


> Of course, we’ve refined the sys- 
tem since we first started with an- 
other production line idea. Instead 
of choosing individual components 
from a full sheet as each job comes 
into the department, we use our 
occasional slower periods to cut out 
individual symbols. 

Each different symbol is filed 
within reach of the two artists who 
specialize in circuit illustrations. 
When either wants a particular 
symbol, it’s within arm’s reach. 

The system has had one outstand- 
ingly good side benefit, not counting 
the art time saved on each job. 

Soon after we started this new 
system we noticed a marked im- 
provement in the clarity of rough 
schematics furnished by our editors. 
We found that some of them had 
seen the sheets being printed on our 
own offset presses and had picked 
up a few. They were using the 
printed material to trace their rough 
sketches. 

As it works out, our use of pre- 
printed schematic components gives 
us a triple time saving. First with 
the editors, second with a sharp 
drop-off in constant checking of 
rough sketches between editors and 
artists, and third with art time itself. 


We not only save an amazing 
amount of time, but we have prac- 
tically eliminated communication 
errors. 44 





Sheet of Symbols . . . Printed on a sur- 
face that will take ink well, for connect- 


ting lines, the symbols are grouped com- 
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Preferred Sources for 
SERVICES AND SUPPLIES 


BINDERS 


This Clipboard is Different! 


just Q5C in lots of 1000 


It's a clipboard, with sure-grip clip it's a kit, with 
two large pockets to hold loose material. It's a colorful 
sales promotion piece, with individually styled cover 
Made of rugged virgin vinyl, in wide choice of colors 
Letter and legal size. Prices include one-color printing 


Companion pieces also available—DESKIT with pock- 
ets, no clip CONFERENCE KIT with one pocket 
and integral note pad 


Send for samples and quantity price lists 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenue Pittsburgh 19, Pa. COurt 1-6657 
COPYWRITING 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your staff—but not to 
your poyrolli—get a 
top creative team for a 
pre-agreed per-job fee. 


Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison /ny 16 


TAGS 


Merchandising 


Free-Tag Kit 
Color Counsel 
Art, Copy. 
Surveys 


Tag and Label Division 


Rothchild Printing Company Inc. 


52 East 19th Street New York 3.N.¥. ORegon 7-5150 


ART SUPPLIES 


SPECIAL -TITLE [AICO 


INDEXES for YOUR Made with special 
CATALOGS and SALES|| tities or choose 
PRESENTATIONS from a wide variety 
of standard titles. 
From your printer 

or write for infor- 
mation and samples. 


6. J. Aigner Company 
426 S. Clinton St. 
Chicago 7, ML, HA 7-7414 


128 - © Mevember 1961 


COPYFITTING AIDS 


Promotion Men! 


IN SECONDS! 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AS 245, Wilton. Conn. 
ADVERTISING SPECIALTIES 


ADVERTISING CIGARETTES 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 


G. A. GEORGOPULO 4 CO., Inc. 
Cigarette Mfrs. Since 1905 
48 Stone St., New York 4 


HOT: re 


ea ~~ 
ALL ASIN 
tHE YEAR-ROUND maivine PIECE 
THAT WEVER Fai.s!!! ANNOUNCE NEW 
PRODUCTS, STORE OPENINGS, SPECIAL EVENTS, 
PRICES, INVITATIONS...ANYTIME YOU. WANT 


resuts. FREE ee 


MARVIC ADV. CORP. 
861-FA MANHATTAN AVE. 


ADDRESSING SUPPLIES 


ADDRESSING SUPPLIES 
Low Prices High Quality 
PLATES-FRAMES-RIBBONS 


For Addressograph & Speedaumat 
All Style Plates Prompt Service 


DEAN FORREST CO. 
7 Foster St. Revere 51, Mass. 


COLOR PRINTING 


BRILLIANT/)\ ACCURATE/ LOW IN COST/ 
GEM Color—TOP QUALITY letter- 
press printing at LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or ort copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


7 — 
[jnaphic [torpaises of Vdlmaukee, Sue 
4603 SOUTH FIFTH ST MAILWAUKEE 7 


CQ...CQ... CO... 


ATF seeks you graphic arts designers who 
aren't getting our regular (and fre 


e) mailings 
of type sf 


yecimens. You need them—they’re 
indispensable tools of your trade 


we have them 
Send your name and address 


(home preferably) 
on business letterhead to American Type Founde 
200 Elmora Avenue, Elizabeth, New Jersey 





BROOKLYN 22, N.Y. | 


IMPRINTING 


Dealers Name etc. 
We On 


Imprint 


Catalogs 
Magazines 
Folders - Cards 


Any Amount 
As Required 


Sersen’s 
Imprinting, in. 
120 S. Sangamon 

Chicago 7, Ill. 


DECALS 


applied in auenicaiieais caeibkdantos 
curling in storage. MADE TO YOUR SPECIFI- 


CATIONS.. -lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box $48, Wichita! Kansas 


BARRON'S DECALS 


Water, Varnish, or Dry, Waterless 
Decals, Any Size or Quantity. Pres- 
sure Sensitive Signs and Trademarks 
in Vinyl, Mylar, Scotchlite. 


J. G. BARRON DECALCOMANIA CO. 
333 N. Michigan Ave., Chicago, Ill. 


COLOR POST CARDS 


BEST BUY !! 


3,000 See ea) 


ALL SIZES of CARDS 
9 3 hd 


JUMBO — RETURN REPLY — CATALOG SHEETS 
Original Photography to Finished Postcard 
Fast Service Available 
Write for Price List and Samples 
F CORONA COLOR STUDIOS 
homollaealle FO KM PO Lee 


HELP WANTED 


WANT MANUFACTURER'S AGENT 
Top calibre man to represent leading manufac- 
turer of outdoor and indoor illuminated plastic 
signs. Well established and rapidly expanding 
company .. . serving famous national adver- 
tisers. Excellent facilities and outstanding repu- 
tation. Highest potential. Please submit com- 
plete resume. All replies held in strictest con- 
fidence. Our sales personnel know of this ad. 

Box 54, Advertising and Sales Promotion 
200 E. Illinois St., Chicago 11, Ill. 


CINCINNATI - LOUISVILLE, ATLANTA - 
SOUTHEAST, MILWAUKEE - WISCONSIN 
SALES REPRESENTATIVES with established fol- 
lowing only for the nation's leading quantity 
producer of indoor and outdoor illuminated 
plastic signs, and 
DISPLAY DESIGNER adept in color, light and 
motion — top salary and benefits to top man. 
Permanent position. 


Tel-A-Sign, Inc., 3401 W. 47th St., Chicago, III 





Circle 1101/Frenelenses 

. thin, light plastic discs can replace 
glass lenses in many applications says 
brochure. (Page 60) 


Circle 1102/Paper Records 

. their cosis and how they've been 
used in outstanding campaigns is told 
by Look ‘n Listen. (Page 60) 


Circle 1103/Stock Tags & Labels 
. @ new catalog showing 50 different 
items for almost any type of industry is 
available from The National Tag Co. 
(Page 70) 


1104/Tag & Label Samples 

. a folder from May Tag & Label Corp. 
shows a variety of different styles in tags 
and labels. (Page 70) 


Circle 1105/Offset Supplies 

. .. available from the A. B. Dick Co. are 
described in a catalog issued by the com- 
pany. (Page 112) 


Circle 1106/Offset Duplicator 
. . » ATF describes its Chief 15 in a re- 
cently published booklet. (Page 112) 


Circle 1107/Processing Machine 

. « which develops, fixes and washes 
Filmotype copy is described in a Filmotype 
Corp. Folder. (Page 123) 


cpemenieennneesiol 


Use these return cards 
for your copy of publications 
mentioned on this page 


NG 
I 


Circle 1108/Dual Purpose 

. . » Photographic printing paper, Opalite, 

is shown in a folder from Fotorite. 
(Page 124) 


Circle 1109/Bettmann Index 

. ++ @ pamphlet acquaints art directors and 
picture buyers of the collections of the 
Bettmann Archive. (Page 124) 


Readers’ Service ‘Dept. 


9911 


Please have the following sent me. 
1101 1102 1103 1104 1105 1106 
1107 1108 1109 1110 1111 1112 
1113 1114 1115 1116 1117 1118 
1119 1120 1121 1122 1123 1124 
1125 1126 1127 1128 1129 


If you do not have a personal Ad- 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (U.S., 
Canada and Pan-America, $3; all 
others $5) please check below: 


(] Payment enclosed [] Send bill 


Postage 
Will Be Paid 


by 
Addressee 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 


Chicago 11, Hl. 


Advertising & Sales Promotion 


READERS’ SERVICE 


Circle 1110/In-Store Decor 

- @ file folder of items available for 
sign decorations in supermarkets, etc., is 
available from HR Inc. (Page 48) 


Circle 1111/Salescaster Brochure 

- an illustrated brochure showing the 
advantages of “Salescaster,” a unit for 
showing an illuminated moving message, 
is available from Salescaster Displays 
Corp. (Page 49) 


*Please print or type information below 
NAME 


TITLE 
COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Feb, 1, 1962. 


Chicago, Ill. 
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Circle 1112/Point of Sale Brochure 

. . . facts, case histories and illustrations of 

point-ofsale advertising are included in a 

brochure from Chicago Show Printing. 
(Page 49) 


Ciscle 1113/Texturama Catalog 
--@ catalog of available material is 


Advertising & Sales Promotion 


READERS’ SERVICE 


Circle 1115/Sales Stimulators . 
. . » Relief Printing Co. releases a catalog 
of business cards, stationery and special- 
ties for mailing use. (Page 90) 


Circle 1116/Envelope Price List 
. . » Hi-Kraft Envelope Co. releases a cata- 
log with several special features. (Page 90) 


1117/Multi-Color Bankweave (Page 102) 


1118/Everest Text Cover (Page 102) 


1119/Carolina Coated Cover 


offered by Customlab. (Page 58) 
1120/Millers Falls Bond 
1117 to 1128/Circle the appropriate num- 


bers for information on these items which 
are described in more detail in the report 


Circle 1114/Ad Counter Checks 
- « @ new promotion medium is detailed 


: 1121/Wonderwhite 
by Graphic National Inc. (Page 90) 


1122/Millers Falls Onion Skin 


1123/ Artemis 


1124/Coronado 


BUSINESS REPLY CARD 


First Class Permit No. 95 Chicago, Ill. 


1125/French Opaque 
Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 
Chicago 11, il. 


1126/Wausau Mimeo Bond 


1127/Mohawk Vellum 


1128/Wausau Exact Bond 
*%Please print or type information below 


NAME 


Circle 1129/Thermal Copy Paper 


. . . for use in Thermofax equipment has 
been developed by Labelon Tape Co., 


Canandaigua, N.Y. (Page 102) 


Please have the following sent me. 
1101 1102 1103 1104 1105 1106 
1107 1108 1108 1110 1111 1112 
11139 1114 1115 1116 1117 1118 
1119 1120 1121 1122 1123 1124 
1125 1126 1127 1128 1129 
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ADDRESS 


If you do not have a personal Ad- 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (U5S., 
Canada and Pan-America, $3; all 
others $5) please check below: 


( Payment enclosed [] Send bill 


Use these return cards 
for your copy of publications 
mentioned on this page 


“Note: inquiries for items listed 


not serviced beyond Feb. 1, 1962. 





MATCHING ENVELOPES ... are as important to creating a good impression as a hat is 
to a well tailored appearance. More often than not, a company’s envelope is seen before its letter- 
head, direct mail or other promotional materials. Envelopes made from white, bright, strong PLOVER 
BOND command attention — from the busiest people. When you have PLOVER BOND on the outside 
as well as PLOVER BonpD on the inside — you can relax — you know you're visibly better. Matching 
envelopes of PLOVER BonD are the something extra that gets people to want to see what they con- 
tain. Printing stands out clearly, accurately. Complement your PLOVER BOND letterheads, brochures 
and merchandising pieces with visibly better matching envelopes. See for yourself. Send for our new 
WORKBOOK OF CREATIVE LETTERHEAD DESIGN which illustrates the visibly better appearance you 


can achieve with PLOVER Bonp. Ask your PLOVER BOND Paper Distributor for a complimentary 
copy, or write directly to us. 


i 
a iT p e PAPER COMPANY STEVENS POINT WISCONSIN 


Sl 
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PAT. PENDING 


WITH ULLMAN GRAVURE FULL COLOR 
PLASTIC TRANSPARENCIES 


In the biggest store this display dominates all others. It reads 
brilliantly from the most distant point in a store. If it is true 
that one picture is better than a thousand words, it is doubly 
true colorful transparencies lighted brilliantly are twice as 
effective at the point of purchase. The complete package is 
extremely economical. It contains a wrap-around full color 
transparency 202” x62” (on which you can place as many 
pictures as you want), 2 plastic spreaders, pole 69” high, wire 
or cardboard base, 12 ft. cord with U.L. approved socket. Will 
mail economically parcel post in special 200 Ib. test carton. 
Takes less than 10 minutes to erect in store. Write for price 
list and samples or call local representatives listed below. 


Sugar Lompany 


HEAD AND SHOULDERS 
We La 
gam 
Be CA 


we 
Lie 


ULLMAN TRANSPARENCIES give your advertisement a brilliance not possible 
in paper prints...unobtainable in any other process because only ULLMAN 
builds a light-refracting surface into each Transparency... prints picture copy 
on both sides of clear plastic in perfect register. 


Your ad gets magnificent color build-up in front of the light because there is 
no printing screen to break up the continuous tone picture. 


No warp. No wrinkle. ULLMAN TRANSPARENCIES won't fade in front of light source. 


- 


> =LET US SHOW YOU HOW TO 
Light Up Your Promotion Program 


$ Write for descriptive literature and 
7 samples of Ullman Transparencies 


319 McKibbin St, Brooklyn 6, N.Y. 


A division of The Uliman Company, inc. 


HYacinth 7-3700 Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES — 
SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 


Akron, Ohio—Temple 6-2420 Cleveland, Ohio—Prospect 1-0224 Pasadena, Cal.—Murray 1-0477 
Atlanta, Ga.—Trinity 4-1672 Dallas, Tex.—Fleetwood 1.0625 Rochester, N. Y.—Butler 8-2550 
Cambridge, Mass. —University 4-4500 Hannibal, Missouri—AC 1-6300 St. Louis, Missouri—Pershing 9-1559 
Chicage, I1.—Graceland 7-3121 Miami, Fia.—Highiand 68-9802 San Francisco, Cal.—Exbrook 7-0294 
Cincinnati, Ohio—Main 1-2799 Minneapolis, Minn.—Federal 6-3857 Seattle, Wash.—Main 4.7756 

New York, N. Y.—Hyacinth 7-3700 
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